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bourges colotone overlays 


COLOR in a new, exciting 
form. Not paint, not 
paper, but color on 
transparent plastic 
sheets. A simple, sure 
way to add smooth tints 
of a definite value to 
any type of copy. Use 
Bourges Overlays for 
pre-separated art, both 
line and halftone, 2, 3 
and 4 color; correcting 
color transparencies and 
full color art. 


Gives the complete 
story on this impor- 
fant new medium. 
Ilustrated in full 
color. ONLY $5 


INTRODUCTORY KIT 


A special get- 
acquainted assort- 
ment of Bourges 
materials for sim- 
plified copy prep- 
aration. $5 


MEW FREE BOURGES 
BOOKLET. ASK YOUR 
DEALER FOR A COPY 


New York City: Artists Supply, Beeko, 
Irving Berlin Materials, Arthur 
Brown & Bro., Cloder Corp., ‘Concord 
Artists Materials, Crane-Gallo Art 
Supply, Se Sam Flax Artists 
riedman, E. H. & A. C. Fried- 
richs, Grand ‘Central Art Supply, 
Hamilton-Dwight, Lewis Artists Mate- 
Richtone Art Materials, 
M. Riebe, Sanlu Art Supply 
Seltzer Artists Materials, Jos. ores 
Artist Materials, United Artists 
Materials. Brooklyn: institute Artists 
Materials, S. Steinhauer & Sons. 
Long Island City: H. T. Herbert. 


Akron: Metzger Photo Supply. Albany: 
W. L. Coughtry. Atlanta: Binder’s, 
ivan Allen. Austin: Miller Blue Print. 
Baltimore: Carl E. Nyborg. 
ham: Spivy-Johnson. Boston: H. 
Giger, B. L. Makepeace, George 
Smith Artists Materials: Buffalo: 
Buffalo Graphic Arts Supply. Char- 
lotte: Charlotte Textile Engravers. 
Chicago: Brudno Art Supply, Flax Co., 
Gordon Co., Shel- 
don’s. Cincinnati: G. C. Dom Supply, 
Pounsford Stationery. yeh, The 
Dodd Co., Ohio Art Materials. Colum- 
bus: Hills Co. Dallas: M. H. West. 
Dayton: Bert L. Daily. Denver: H. R. 
Meininger. Des Moines: Des Moines 
Stationery. Detroit: Lewis a Sup- 
ly, Screen Process Supply. Erie: 
Artists Supply. Fort 


: Southern Blue Print. Indi- 
Bates Brothers. Kansas 
ity (Mo.): Rex Clawson. Lincoln: 
Pat Ash. Los Angeles: California Art- 
, H. G. Daniels, M. 

, Franklyn Artists Materials. 
Electric Blue Print & Sup- 
ply. — his: Memphis Blue Print & 
upply. Miami: Associated Artists. 
Milwaukee: Artist & Display Supply. 
is: Art Offset Service. 

: Nashville Stationery. 


: Dixie Art Supplies. Oklahoma 
City: a) & E Equipment Co., Triangle 
Blue Print & Supply. Omaha: Stand- 
ard Blue Print. Pate 
Equipment Sales. Pe 


Pp 
Art Supply, Mercury Stat., 
deiphia Art Supply, Jos. E. ig 
He Pittsbureh Artists Materials. 
A. & B. Smith. Pleasant- 
ville rhe Harry Volk. Art Studios. 
Portiand (Ore.): J. K. Gill. Providence: 
Block Artists Materials. St. Louis: 
Al J. Bader. St. Petersburg: Pinella’s 
Printing & Stationery. Salt Lake City: 
Salt Lake Blue Print & Supply. San 
Diego: San Diego Blue Print & Supply. 
San Francisco: Flax’s. Seattle: Low- 
man & Hanford. South 
ling’s. Spokane: Shaw 
Springfield (Mo.): Allied Paint a Wall 
pepe er Co. : Syracuse Blue 
Bue 
pito ue Pri 
Cai Blue Print & Su ly 
Lew Wenzel. Utica: ous 
ists Supply. Washington, D. C.: F 
eral Supply. Wichita: 
Canada: Montreal and Toronto: 
w+ & Co. Ltd. Vancouver 
C.: Maxwell Artists Materials. 
Winnipeg J. G. Fraser Ltd 
ngiand: . Howson, Ltd. 
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LA’s 10th is a Regional Show 


BY FORREST DONALD FOTH, 
GENERAL CHAIRMAN OF 10TH ANNUAL EXHIBITION 

The interest shown in the 10th Annual Exhibition by the 
membership, the advertising profession and the public has 
been more than ample reward for all the labor pains of 
bringing it into being. 

The advertising profession of the 11 Western states re- 
sponded with a tremendous number of entries, making the 
job of selecting 200 pieces especially difficult. An interesting 


innovation of this year’s exhibit was the screening and 


"selecting of entries by the Art Directors Club of San Francisco. 


The attendance of all functions and phases of the exhi- 
bition by the membership and the public far exceeded ex- 


pectations and indicates the increasing interest in advertising 


art that past shows helped create. 


But perhaps the most gratifying result of the show was 
the attendance and attention accorded it by the schools and 
colleges of this area. It is impossible to comply with all their 
requests for show material and exhibits, but realizing the 
tend of our educational system toward recognition of 
a vertising art as a definite force in the field of education 


a: d communication we are making it available to as many 


a. possible. 
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115 WEST 45TH STREET NEW YORK 36, N.Y. JUDSON 


FOR THAT SPECIAL ASSIGNMENT DESIGNERS 3 ART FOR ADVERTISIN 


Tine 
Cipegraphy 


COMPOSITION COMPANY 


BOSTON 


51 MELCHER STREET 


Telephone: Liberty 2-9170 


185 Madison Ave., nyc * MU 5-5958 


tax talk 


MAXWELL LIVSHIN, C.P.A. 


Re-use payments for recording artists: 
Payments made by a producer of musi- 
cal jingles, spot announcements, radio 
transcriptions, etc., to a radio or tele- 
vision artist, who is an employee of the 
producer with respect to services per- 
formed in making recordings, for the 
reuse of such recordings constitute wages 
for purposes of the Federal employment 
taxes including the withholding taxes 
on income according to a U. S. Treasury 
Department ruling issued in 1954. (Rev. 
Rul. No. 225.) 


Advice was requested of the Treasury 
Department as to whether payments 
made to a commercial recording artist 
for the reuse of recordings and transcrip- 
tions made in connection with radio and 
TV programs constitute wages for pur- 
poses of Federal employment taxes in- 
cluding the withholding of income taxes. 


In radio and TV broadcasting it is 
customary for producers of recordings 
of musical jingles, spot announcements, 
etc., to engage artists to make record- 
ings and transcriptions for specific spon- 
sors. On occasions they make recordings 
to be sold through an ad agency to in- 
dividual sponsors. The artist is paid a 
stated amount for each recording and 
transcription so made and an hourly 
rate for the time spent in rehearsals. In 
the performance of such services, the 
artist is an employee of the producer. 
In addition to the payments for such 
engagements, the artist receives addi- 
tional payments as the recordings are 
subsequently reused. Since the additional 
amounts are paid without the additional 
services of the artist, the question arises 
whether such payments constitute wages. 


It appears that the additional fee rc- 
ceived by the artist for the reuse is pa‘! 
pursuant to the terms of the Code cf 
Fair Practice in connection with and «s 
a result of the employment relationshi > 
existing when the recordings were mad. 


Accordingly the Treasury Departme t 
held that the additional amounts pa d 
to a radio or TV artist for the reve 
of recording or transcriptions made a: a 
result of services performed by the art st 
constitute wages for Federal employme .it 
tax purposes whether or not the art st 
is still in the employ of the produ <r 
at the time the wages were paid. 
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A modern, fresh design approach is the dominating characteristic in 
the unusual illustrations of Robert Smith. Augmenting this is a unique 
understanding of the problems of both client and artist which he has 
developed through a varied background on both sides of the fence. 
Bob joined the staff of Charlies E. Cooper Inc. in October 1954. 


CHARLES COOPER INC. 
ADVERTISING ART 


136 E. S7th St. > N.Y. 22, N.Y. © 11 Holland Ave. « White Plains, N. Y. 
Plaza 3-6880 White Plains 8-7738 
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directors 
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ear alter year 


headquarters for automobile art for over 27 years 


LADRIERE STUDIOS INC., 1700 CADILLAC TOWER, DETROIT 26, MICH. 
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MITCHELL BLISS 
COLOR PHOTOGRAPHY 


A recognizes talent...and most recent addition 
to the many services from layout to finished art 


available through GERMANOTTA INC. 


ELDORADO 5-7155 


“Phone w “ESme.in. 


WATCHFUL 


215 East $7 51 New York 


DYE TRANSFER ==; 
Color Prints 


PROFESSIONAL QUALITY AT SENSIBLE PRICES 


From Merchandise * Transparencies 
Art Work 
SMALL & LARGE QUANTITIES 


MADE IN OUR OWN LABORATORIES 
Complete Color, Black & White Services 


CORONA COLOR STUDIOS 
Alfred Losch, Photographer 
37 West 47th St., N. Y. C. 37, PL 7-1661 


business briefs 


General business conditions 


The overall business health is so goo: 
that the point has been reached wher 

economists dislike mentioning it. An 

some of the reasons have to do with th 

underpinning. More and more, econ 

mists are questioning the soundne:. 
of the boom with installment buying a 

a record level of 29 billions, housing a. 
over a million and a quarter units a1 

nually, car production at 8 million pe 

year, record buying of stocks on margi’: 
and the tremendous subsidies stimula: 
ing exports. 

In effect the economists are saying 
sure, business is good, but it could wel! 
be we are living beyond our means. |i 
it turns out we can afford the presen: 
level, then the U. S. is far richer than 
the optimists imagined. If we cannot 
afford this level, then how about pulling 
in our horns a little now before we crash 
the whole setup. 

This boom has been felt in advertis- 
ing and in ad art, not only in overall 
volume increases but in the spurt of 
activity for the many small studios and 
agencies. 


Throughout the past 36 months this 
column has reported heavier activity for 
the larger art studios than for the me- 
dium and small studios and freelancers. 
This ratio was so persistent that we be- 
gan to feel there was little point in a 
constant recheck. 

However, the pendulum did swing 
away from the larger organizations in 
February and March, to this extent. An 
analysis of the change shows that there 
has been a spurt in the advertising of 
the small and medium size advertisers 
and their agencies. There are more in- 
dividual orders going through the stu- 
dios, although quite possibly the doll:r 
volume for the industry as a whole is 
not up very much if at all. 


Index of national advertising report d 
in Printers’ Ink confirms optimism >f 
some economists. January index was 5 % 
ahead of December and 11% ahead of 
January 1954. Biggest proportional b !l- 
ing increase is in TV, but newspap 1s 
and farm magazines also showed strc ig 
advances over January 1954 while 
work radio and general magazines w re 
the only media recording large drops in 
January as against a year ago. 
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SPECIALISTS IN VISUAL SELLING 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 
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in Pittsburgh 


it was Greb & Beadle .. . 

It’s always nice to read good things 
about PHOTOGRAPHY PLACE in Art 
Director & Studio News and I was glad 
to catch the article in your March issue 
about the photography we did for Ken- 
yon & Eckhardt on the R.C.A. radio- 
television ads. 

However, I think you gave me, per- 
sonally, a little more credit than I de- 
serve when you said that the photogra- 
phy on these ads was done “by Bill 
Symons of Photography Place.” 

Thanks very much for the flattery, but 
that highly technical job of color pho- 
tography was the combined work of our 
President and photographer, George 
Greb and photographer Ernst Beadle. 
Personally, I've never got past shooting 
girls in bathing suits—so this would be 
way beyond me. 

I hope you understand I just want to 
see credit given where credit is due— 
this time, it’s George Greb. 


Bill Symons, Executive Vice-Presi- 
dent, PHOTOGRAPHY PLACE. 


Mr. Joel W. Harnett, 
Ass’t. to Adv. Director, 
Look Magazine, 

New York, N. Y. 


Dear Mr. Harnett: 


Three cheers for your most inspiring 
article in the February issue of Studio 
News. Your timely topic has hit my per- 
sonal problem child right across its vital 
section. Since our limited Canadian audi- 
ence has not made it possible to afford 
a similar institution such as the A.R.F., 
we have to look to our cousins to the 
south for the necessary help in Motiva- 
tion Research on a large scale. 

Again, my compliments on a very 
good sense-making-piece-of-thinking that 
makes Studio News worthwhile having. 


Gerry P. Walston, Art Director, 
Creative Section, MECO Limited. 


Commercial vs Fine 

A very striking parallel exists between 
commercial art (as seen in advertising) 
and fine (or dead-broke) art on the one 
hand and between commercial music 
(as heard in musical commercials) and 
music as a fine art... 


Frank P. Heckel Jr., Philadelphia, 
Penna. 
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City Views 
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19 WEST 44th STREET, NEW YORK 
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HARRY C. DECKER, INC. 


CARBRO & DYE TRANSFER 
FROM TRANSPARENCIES 
AND SEPARATION 


... fully illustrated 
Catalogs quality 


art materials 
Free! Write today. 


Package display on TV 
“One specific phase of color television 
that is of great importance to package 
design and merchandise of all types, 
particularly packages, is that the pack 
age can be reproduced from all angles 
The result will be that the side walls 
will gain importance, and a design will 
have to be more carefully studied for 
sales value for this three-dimensional 
medium. Old store counter and window 
displays which present many packages 
in one composition are not as effective 
as the dramatization of one package. 
The acceptance of free form in design 
in many of the industries and the use 
of mobiles in advertising offer an un- 
explored design potential. New forms 
of packages and free form display ma- 
terial can provide effective attention 
material attracting the viewer's eyes for 
those very brief 20 seconds during which 
the average package is seen in a com- 
mercial.” 


Lorain Fawcett, president, Allcolor 
Co., New York, addressing the 3rd 
Canadian Package Design Forum in 
Toronto. 


Good design is practical 
“Ideally, good design meets the needs of 
the engineering, production and sales 
departments of a company. . . . A trend 
to be avoided is the growth of the ivory 
tower approach to industrial design, 
which makes the design all-important to 
the exclusion of the other essential re- 
quirements for manufacturing a product 
which must be sold to the public. From 
sales management standpoint, the em- 
phasis in recent years on design awards 
has done considerable harm among cer- 
tain groups of art directors and indus- 
trial designers. It has created a tendency 
in the artist or designer to think in term 
of what awards the design will win fo: 
him, rather than in terms of what th: 
design will do in benefitting the con 
sumer, contributing to more efficien 
manufacturing operations and aidin;. 
sales promotion. . . . Fortunately thi 
harmful influence is diminishing.” . 
William H. Ganick, Vice Presiden! 
Harold Cabot & Co. Inc., addres: 
ing seminar at Massachusetts Schoc 
of Art. 


A.1.Friedman Inc. 
20 East 49 St., New York 17, N.Y. 


404 Fourth Ave. - Room 1507 


| quotes 
a Take advantage of our § 7 
= complete service, including : 
* Photography 
‘ * Flexichrome Prints Nn 
* Finished color work ready for / 
reproduction any size up to 
| 40 x 70 inches RO 
copy thet you 
may supply. 
| 
| 
| 
| 
5 
have your old, as well as your new address. { 
Art Director & Studio News, Circulation _ 
| office, 43 B. 49th St., NYC 17. 
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PAGANO 


206 EAST 65TH ST., NEW YORK 21,N. Y., TE 8-3300 
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al fatica 


john hammer 


charles hawes 


len oehmen 


arne peterson 
carlos richmond 


al scully 


ned seidler 
bert zadig 


40 WEST 57 ST. 
PLAZA 7-1820 


Retouching 


Exclusively 


FLEXICHROME 


Hersh-Mastro Studios Inc. 
4 W. 40th Street, New York, N. Y. 
MU 7-4967 


on Dye Transfer 
and Carbro Prints 


Kennett Studio 


139 E. 52 St. N. Y. C. 
PL. 8-0542 


visual symbols 
(continued from page 16) 


and he probably attributes a maximun 
of function and a minimum of emotior 
to it. He probably expects the peopk 
behind this scene to be businessmen 
oriented to their affairs and his relatior 
to them; but he usually also fails t 
interpret the ashtray-table as indicating 
their temperaments. His wife is mor« 
likely to do that, seeing evidence here 
of the impersonality of business men 
their “typical” masculine indifference tc 
surroundings and taste. 


People in communications industries 
may side with the wife, Here is, likely. 
indifference blended with insensitivity, 
the unawareness of the public so wide- 
spread (presumably) among businessmen. 
They may, therefore, expect a kind of 
cold practicality, and look to their host 
with some cynicism or expectation o! 
preoccupation with non-human prob- 
lems. 


To the “average” person, the coffee 
table and ashtray have other meanings. 
True, they recognize the things men- 
tioned in the first paragraph, but the 
setting is, to them, also part of a class 
structure, representing a level above 
them. They do not regard themselves as 
the expected visitors in a room furnished 
like this, and so the “functional” stark- 
ness has an intimidating quality, subtly 
underlines the distance between them- 
selves and people to whom such furniture 
is appropriate. The mass market person 
feels not-at-home, feels on the low side 
of the totem pole, with this setting. 


The symbolic meaning of any object. 
setting, advertisement, can be evaluated 
in this way. There are universal mean 
ings, as well as common meanings which 
are not universal, but appear in par 
ticular groups—age groups, sex groups 
social class, occupations, etc. Part of th: 
task of a creative worker is to select sym 
bols appropriate to his audience, an 
then to combine them into an ad o 
commercial, which maximizes the impor 
tant meanings, minimizes the destructiv: 
or irrelevant ones. 


It is literally impossible to present 
stimulus which is not a symbol, whic 
does not communicate meaning. In th 
psychological laboratory, “pure” learnin 
used to be examined through nonsens 
syllables, groups of letters that are nc 
words in our language, like ko a bc 
drut. An inquiring mind experimente - 
on this, however, and learned that tl : 
ingenious human brain makes up mea: - 
ings for these syllables, that they are n« ° 
(continued on page 67) 
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our paintings 
up as PRINTS? 


Keep that 
“DIGIT 1010T" at bay with 
GRUMBACHER 
TUFFILM” 
ARTISTS’ SPRAY 


Protect your artwork with this 
specially formulated, tough, 
non-yellowing fine mist fixative. 


Only $1.95 for a large full can 
at all art stores 


M. GRUMBACHER 


482 WEST 34th ST., NEW YORK 1, N. Y. 
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#1 X-ACTO KNIFE—60¢ #3 X-ACTO PEN-KNIFE—$1.00 


5-6-7 


2 97° 


west 48th street 


#5 X-ACTO KNIFE—$1.20 ; #2 X-ACTO KNIFE—60¢ 


You can draw with a knife. X-acto knives are im- 
portant drawing tools used in many media—silk screen, 
montage, friskets, scratchboard, linoleum blocks, etc. 
And the X-acto knife is also constantly at work for 
you in cutting, trimming and mat making. 

The variety of blade shapes makes X-acto the “knife 


of many uses”... by changing blades in 2 seconds, 
you have a keen, factory-sharp knife. 


Send 25c for fully illustrated, 28-page X-acto Cctalog. 
48-97 Van Dam Street, Long Island City 1, N. Y. 
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PROOFREADING 


CHICAGO 11 
22 East Illinois Street 


LOS ANGELES 15 ~ 
928 South Figueroa Street 


WASHINGTON 1, D.C. 
509 F Street, N.W. 


JOSEPH MAYER CO, Inc. 
artist's materials . . . sign painter and 
displaymen supplies . . silk screen 
materials. Agents for The International 
Cutawi - Balopticon. 

5-9 UNION SQ. N. Y.3 AL 5-7644 


select 
visual symbols 
that fit 

the market 


by Social Research Inc. 


A solitary large ashtray on a sleek coff: : 
table is a ready example of the mult - 
tudinous ideas condensed within a syn - 
bol. It means smoking is permitted her , 
this is not an informal or domestic plac , 
people probably sit here either alone cr 
in small groups, this place is probab!y 
one of transient contacts—a hospital wai:- 
ing room, a business reception room - 


the people here will probably be middie 
class or above in sophistication, they are 
likely to be men more often than women, 
the “host” of this table and ashtray is 
not particularly concerned with the im- 
pression he makes, etc. 

Any one meaning could be “wrong.” 
of course, and any single observer mig it 
add interpretations out of his experien ¢ 
with such settings, but by and large tl is 
cluster of meanings will hold. To almcst 
all Americans, the “symbolic presen 
tion” is clear. 

In terms of audiences, however, a: d 
markets, we can profitably pursue t :¢ 
analysis into sub-groups, and exami ‘¢ 
the “cast” of the symbols when seen »y 
people of differing circumstances a d 
outlooks. 

The metropolitan business man— *- 
ecutive, salesman, engineer, accounta tt, 
etc.—of solid middle class status is lik ly 
to be most nearly indifferent. To h a, 
this is a familiar sight in office sui’ ’s, 

(continued on page 18) 
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No more costly color proofs, plate corrections, ink experiments! 
Now, COLORON, a permanent, easy-to-use tool, gives you complete control and accurate 
analysis of single and multiple color printing. COLORON predetermines the results from 
the combination of any number of colors and/or their tints. COLORON shows how these 
colors and combinations will look on colored stock, what overprinting inks or tints are 
necessary to match a given color, how the various possibilities of type (surprint, dropout, 
tinted, colored, black) will appear on the printed surface. COLORON also indicates the 
proportions of inks to be mixed for use. COLORON saves money and time for anyone 
concerned with the graphic arts. 
COLORON set C-1 contains 11 color sheets plus 1 type specimen sheet in a pérmanent, 
waterproof portfolio $9.50 per set 


PATENT PENDING 
» Order or write for complete descriptive 4 color folder to: aatnilons a 
es Delta Brush Mig. Corp. 


A. Friedman Inc. or Arthur Brown & Bro., Inc. 
20 East 49 St., N.Y. 17, N.Y. 2 West 46 St., N.Y. 36, N.Y. 


How to help 
a young artist get ahead 


USED THE 


The next time a “young hopeful” 
asks your advice about 
a job or a raise... 


WINSOR & NEWTON BREE tell him to mail this coupon. 


Albert Dorne 


ARTISTS’ COLORS 
THE Famous ARTISTS SCHOOLS of Westport, Conn., have 
BRUSHES helped many a young artist forge ahead. As you know, this 
is the school run by America’s 12 Most Famous Artists. 
& MATERIALS So why not tell the next young artist who comes in and 
asks for advice to mail the coupon below. Jt will help him 
get ahead faster. 


l Norman Rockwell FAMOUS ARTISTS SCHOOLS | 
Jon Whitcomb Studio 41-S, Westport, Conn. 
Stevan Dohanos 
Harold Von Schmidt Send me, without obligation, information about 
Peter Helck the courses you offer. | 
Fred Ludekens | 


Al Parker 

902 Broadway, New York 10, N. Y. Mis PLEASE PRINT) 


Austin Briggs 
Dong Kingman 
Albert Dorne | 


Canadian Agents: THE HUGHES OWENS CO., LTD. « Head Office, MONTREAL 
Californian Distributors: THE SCHWABACHER-FREY COMPANY « SAN FRANCISCO 
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al fatica 
john hammer 
charles hawes 
len oehmen 
arne peterson 
carlos richmond 
al scully 
ned seidler 
bert zadig 


40 WEST 57 ST. 


PLAZA 7-1820 | 


FLEXICHROME 


Hersh-Mastro Studios Inc. 
4 W. 40th Street, New York, N. Y. 
MU 7-4967 


Color 
Retouching 
Exclusively 


on Dye Transfer 
and Carbro Prints 


Kennett Studio 


139 E. 52 St. N.Y. C. 
PL. 8-0542 


visual symbols 
(continued from page 16) 


and he probably attributes a maximun 
of function and a minimum of emotior 
to it. He probably expects the peopk 
behind this scene to be businessmen 
oriented to their affairs and his relatior 
to them; but he usually also fails tc 
interpret the ashtray-table as indicating 
their temperaments. His wife is morc 
likely to do that, seeing evidence here 
of the impersonality of business men. 
their “typical” masculine indifference tc 
surroundings and taste. 


People in communications industries 
may side with the wife, Here is, likely, 
indifference blended with insensitivity, 
the unawareness of the public so wide- 
spread (presumably) among businessmen. 
They may, therefore, expect a kind of 
cold practicality, and look to their host 
with some cynicism or expectation of 
preoccupation with non-human prob- 
lems. 


To the “average” person, the coffee 
table and ashtray have other meanings. 
True, they recognize the things men- 
tioned in the first paragraph, but the 
setting is, to them, also part of a class 
structure, representing a level above 
them. They do not regard themselves as 
the expected visitors in a room furnished 
like this, and so the “functional” stark- 
ness has an intimidating quality, subtly 
underlines the distance between them- 
selves and people to whom such furniture 
is appropriate. The mass market person 
feels not-at-home, feels on the low side 
of the totem pole, with this setting. 


The symbolic meaning of any object. 
setting, advertisement, can be evaluated 
in this way. There are universal mean 
ings, as well as common meanings which 
are not universal, but appear in pal 
ticular groups—age groups, sex groups 
social class, occupations, etc. Part of th: 
task of a creative worker is to select sym 
bols appropriate to his audience, am 
then to combine them into an ad o 
commercial, which maximizes the impor 
tant meanings, minimizes the destructiv 
or irrelevant ones. 


It is literally impossible to present 
stimulus which is not a symbol, whic 
does not communicate meaning. In th 
psychological laboratory, “pure” learnin 
used to be examined through nonsen: 
syllables, groups of letters that are n 
words in our language, like ko a 
drut. An inquiring mind experiment 
on this, however, and learned that tl : 
ingenious human brain makes up mea) - 
ings for these syllables, that they are n: 
(continued on page 67) 
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our paintings 
up as PRINTS? 


“DIGIT 1010T" at bay with 


GRUMBACHER 
TUFFILM" 
ARTISTS’ SPRAY 


Protect your artwork with this 
specially formulated, tough, 
non-yellowing fine mist fixative. 


Only $1.95 for a large full can 
at all art stores 


M. GRUMBACHER 


482 WEST 34th ST., NEW YORK 1, N. Y. 


«CO Leo STA HE cdvertising 
#1 X-ACTO KNIFE—60¢ {#3 X-ACTO PEN-KNIFE—$1.00 art 


yuoson 2 3755 


36 
6 west 48th street 


You can draw with a knife. X-acto knives are im- 
portant drawing tools used in many media—silk screen, 
montage, friskets, scratchboard, linoleum blocks, etc. 
And the X-acto knife is also constantly at work for 


a you in cutting, trimming and mat making. 
The variety of blade shapes makes X-acto the “knife 
of many uses”... by changing blades in 2 seconds, 


you have a keen, factory-sharp knife. 


Send 25c for fully illustrated, 28-page X-acto Cctalog. 
48-97 Van Dam Street, Long Island City 1, N. Y. 
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KLING STUDIOS 


CHICAGO 601 North Fairbanks Court 
1058 West Washington Boulevard 


HOLLYWOOD 1416 North LaBrea 


America’s largest single source for: 
DISPLAYS PHOTOGRAPHY 
ADVERTISING AND EDITORIAL ART 
MOTION PICTURES + TELEVISION FILMS 
SLIDE FILMS + SALES TRAINING 
AND-SALES-PROMOTION PROGRAMS 


speaking of growth... 


Little Alice grew and grew, but even she couldn't 
hold a candle to the great expansion that 
has taken place at KLING STUDIOS. 
KLING has grown because more and more advertisers 
are coming to this modern Wonderland of advertising magic 
— magic that sells. For here at KLING there is the 
greatest single assemblage of creative and technical 
resources anywhere in the world. 


~ 


Kling’s Graphic Arts Center in Chicago is a modern block-long studio 
devoted exclusively to the creation and preparation of advertising art, 
photography, point-of-sale displays and complete merchandising 
sales-training and sales-promotion programs. Kling’s new Chicago 
Film Center with its three immense, modern sound stages makes Kling 
Studios the most completely equipped organization in America for 
producing television and industrial films. The Kling Hollywood 
Studio provides complete facilities for movie-making. Experienced 
personnel, using the latest equipment and techniques, produce filmed 
TV shows and commercials as well as industrial and training films. 


Whatever your advertising needs, KLING can serve you 
quickly, competently, and economically . . . coast to coast. 
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New York ADs plan fund 
to aid members. 


Last fall a committee was appointed to 
set up and administer a fund for New 
York Art Directors Club members who 
might find themselves in need of finan- 
cial aid. A recent report from that com- 
mittee reveals that 98 members replied 
to a preliminary questionnaire and of 
that number go favored the fund. 

Aid was suggested in cases of pro- 
longed illness, old age, temporary un- 
employment, widows and children, pro- 
longed unemployment. Some suggested 
setting up a retirement or old age pen- 
sion. 

While opinion was evenly divided on 
!e question of aid by loan vs aid by 

tright grant, responses suggested that 

cumstances should decide how aid 
vuld be proffered. 

Other suggestions included investiga- 

‘n of group insurance plans, establish- 
| nt of a Federal Credit Union for the 

ub, setting up of an employment 

reau. 

(hus far.52 members have pledged 

tributions averaging $30 each, 70 

‘dged annual contributions, others 
«vored a $10 dues boost. Several other 
ic cas were forthcoming about sources 

funds. 

for more information about this fund, 
ccasult Arthur Hawkins, Jr., 597 Fifth 
Avenue, New York, N. Y. 


Kansas City names new officers 


Bob Holloway, art director of Carter 
Advertising Agency, was named presi- 
dent of the Kansas City Art Directors 
Club. Other officers are Elmo Sears, 
vice-president; Jim Devin, secretary; and 
Larry Weatherman, treasurer. 


Toronto holds 7th 


Seventh Annual Exhibition of the Art 
Directors Club of Toronto was held 
April 18-May 1 in the Print Room, The 
Art Gallery of Toronto. It was consid- 
ered one of the outstanding events of 
the Canadian advertising field. 

Carl Maas, art consultant, The Stand- 
ard Oil Company, New Jersey, was guest 
speaker at the Awards Dinner on April 
18. Winners had not been announced at 
the time of this writing. 


11,000 to judge Critical eyes of Mor- 

ris Rosenblum, AD 
of R. H. Macy Co., appraise some of the 
first of 11,000 entries in the 34th annual 
Art Directors Exhibition of Advertising 
and Editorial Art and Design. Looking 
on and listening are fellow judges Lester 
Beall (left), freelance designer and AD, 
and creative photographer and adver- 
tising AD Richard Beattie, center. The 
complete panel of 26 judges spent five 
nights selecting prize winners. Show 
opens June 6 at the Associated Ameri- 
can Artist Galleries, 711 Fifth Avenue. 
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New York Club concludes 
student lecture series 


For the past six years the New York 
Art Directors Club has held a student 
lecture series in art direction. Each of 
several art schools in the East is invited 
to send five students to attend the se- 
ries, which was held this year once a 
week during February and March. 

Under a prominent moderator, a dif- 
ferent phase of art direction is discussed 
at each session by a changing panel of 
specialists. 

In addition to the lectures, each stu- 
dent is given a theoretical advertising 
campaign to work on in his spare time. 
The problem ads are presented to the 
student in the same manner as an agency 
assignment. Color slides of these finished 
projects are studied by the panel and 
receive individual criticism. Critics for 
the 1955 session were Wallace W. Elton, 
Robert S. Smith and Robert W. Blend. 

A cash award will be given to the 
prize-winning student of each school. 
Winners are selected by the lecture com- 
mittee. Louis N. Donato, chairman of 
the Educational and Scholarship Com- 
mittee, was supervisor for the course 
this year. 


Photographers night Art directors, 
photographers 


and studio people gathered at the March 
meeting of the Detroit Art Directors 
Club to hear a panel discussion on “The 
Editorial Trend in Advertising Photog- 
raphy.” Panel members were: George 
Finnegan, Edward Purrington, Vincent 
di Giacommo, Arik Nepo and Al Gommi. 


chapter clips 


Atlanta: AD Club met with the grd An- 
nual Business Art Institute; theme was 
“Making People See” . . . Several new 
members: Howard C. Blue, artist, Burke 
Dowling Adams; Duane F. Cox, Howard 
A. Kjeldsen, Leslie E. Parker, Jr., artists 
at Cox-Kjeldsen-Parker; Jerome Drown, 
Advertising Photography; Frank Kalan, 
artist; and Earnest N. Rodgers, artist. 


Baltimore: Victor Keppler, photographer, 
was speaker at a recent meeting. 
Chicago: Frank Weir, vice president and 
art director of Kling Studios, gave a 
demonstration of Color Photography at 
the March meeting. He spoke on car- 
bros, dye transfers, dye tone, Ekta- 
chrome and Flexichrome. 

Cleveland: Seven new members: Dudley 
Martin, Meldrum & Fewsmith; David 
London, Marcus Adv.; Barron Hoffer, 
Morgan Studio; Thomas Immel, Fuller 
& Smith & Ross; William Meese; William 
Farkas, Dairypak Inc.; and Dan Gal- 
lagher. 

Detroit: AD Club members are competing 
in the annual cover contest for the 
Detroit issue of AD&SN. Winner's de- 
sign will be used on the cover of the 
July issue, which will feature the Detroit 
Show. 

New York: John W. DeWolf, vice presi- 
dent of G. M. Basford Co., spoke at the 
March 23 club meeting. His subject 
was What You Can Learn From Starch 
Reports . . 
Mark H. Wiseman; Evald J. Albrektson, 
Bo Bernstein & Co., Providence, R. L.; 
Walter Reinsel, N. W. Ayer, Philadel- 
phia; Ernest G. Scarfone, N.P.D. Cor- 
poration; and Norbert L. Silvas, Calkins 
& Holden. 

San Francisco: New members number 
eleven: Robert Norman Scott, The 
Fresno Bee; Edward J. Burke, J.W.T.; 
Maurice Mayer, Schmidt Lithograph Co.; 
Jack Allen, F. C. & B.; Eugene Hale, 
The Caples Co.; Jerry Meeks, Fleish- 
acker Paper Box Co.; Winston Norman, 
Gene K. Walker Co.; Melvin Waren- 
back; William B. Adamo, Western Pa- 
per Box Co.; Frank Beuhler, Brisacher, 
Wheeler & Staff; Leon Paul Dacus, I. 
Magnin & Co. 

Washington: At a joint meeting of the 
AD Club of Metropolitan Washington 
and the Washington chapter of the 
AIGA, Leo Lionni, Fortune art direc- 
tor, was guest speaker. Special guest 
was Lawrence Audrain, editor of Print 
. . . ADs are compiling a portfolio of 
artwork as an example of the kind of 
portfolio a student should have with 
him when he begins to look for a job. 
It’s part of the Educational Committee’s 


program. 


Atomic scientists 
use 3-D photography 


Stereoscopic pictures are taken by a 
special Leica camera to enable atomic 
scientists to look at radioactive mate- 
rials within their enclosed areas. 

E. Leitz Inc. built the “periscopic, 
stereoscopic telescope” which magnifies 
about go times. 


. Loads of new members:- 


The Bread ventures of 


Peter, Peter-} 


PECHTER 
Eater! 


Product identification There were 
several reasons 


why the Rockmore Company used a 
character as the principal strategy in the 
Pechter Bread ad campaign. A child was 
chosen (thespian Glen Walken) since 
children have a great influence on the 
purchase and consumption of bread. 
The use of a character aids product 
identification, gives continuity to adver- 
tising, serves as an “umbrella” to iden- 
tify the whole Pechter product family, 
and is ideal for use in all media, in- 
cluding TV. 

Under the art direction of Bernard 
Goldberg, the campaign presents, in 
continuity strip form, human interest 
situations. Bob Monroe did the photog- 
raphy on this ad. Heavy merchandising 
to the trade is supporting the newspaper 
advertising. 


3-D slide rule 

aids perspective 

Perspectograph is a device for making 
complicated perspective drawings from 
blue prints. It works like a three-dimen- 
sional slide rule and is said to aid the 
draughtsman or illustrator in making 


rapid drawings of buildings, rooms, sets — 


or other objects requiring careful per- 
spective representation. 

The device is being marketed by the 
Spectograph Corp., New York. 


Tri-X film out in 20-exposure 


Kodak’s new high-speed Tri-X film is 
now available in 20-exposure 35mm 
cartridges. It is also obtainable in 36 
exposure cartridges and 120 and 62 
rolls. 
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Kodak Tri-X film incorporates a new 
t pe of emulsion with an ASA daylight 
r ting of 200. 


t eyday for inserts 
cs P.O. rules relax 


( iven latitude from the Post Office and 
i genuity from the art director, the 
1 agazine insert has limitless possibilities 
{.r attracting readership. Inserts give 
te advertiser a chance to show his prod- 
uct. He can control color and type and 
t xture of paper. He can use gimmicks 
t» draw attention to his ad. Here are 
some examples of inserts that obtained 
tie blessings of the Post Office authori- 
ties. 

One business publication came out 
with a metal cover. Another attached a 
piece of ceramic tile to its cover. This 
suggests materials fox other trade maga- 
zines—such as wood or leather or textiles. 
The use of the actual product in an ad 
has been successfully done in the paper 
and aluminum foil fields. Attachment 
of the product to an insert has also 
been seen recently. 

Control of color to reproduce the ex- 
act color of the product through use of 
special inks is possible with inserts. It 
has been reported that the added cost 
is offset by the advantages gained. Value 


has been found in using transparent 
acetate sheets on multiple page inser- 
tions in such a way as to correlate visu- 
ally the various points of the message. 

Paper stock plays an important role 
in the value of an insert. Often the 
stock can be such that the magazine 
automatically opens to the insert. It 
can be used to contrast with the usual 
magazine stock. For example, newsprint 
stock in a coated paper magazine will 
be less expensive and bring attention by 
its difference. 

Gimmicks abound in “stopper” in- 
serts. Wire pop-ups, flock materials, 
decals, recordings, 3-D glasses, ‘“‘secret- 
message” blotters are some of those seen 
recently in magazine advertising. 

There seems to be no clear delinea- 
tion as to what will pass P.O. inspec- 
tion and what will be turned down. 
Some gadgets have had a one-time o.k., 
but no long range permission. Innova- 
tions such as paste-ons, deckled edges, 
foldouts, die-cuts have been legalized. 
In questionable cases it is advisable to 
first consult the Post Office. 
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New Graphic camera 
has push-button focusing 


The new Graphic 35 offers a new con- 
cept in camera operation—push-button 
focusing. When looking through the 


coupled, split-image rangefinder at eye 
level, the forefingers fall naturally onto 
the ribbed buttons projecting from the 
body of the camera. 

For flash pictures in color, a system 
called Spectramatic Color Coding cor- 
relates camera-to-subject distances with 
the lens opening. To use it, two sets 
of color bands are matched—one is in- 
corporated in the distance-indicating 
scale, the other under the f/stop num- 
bers on the lens barrel. Price is $89.50. 


Thomas W. Jarvis art director 


Thomas W. Jarvis, vice president and 
supervising art director of Kelly, Nason, 
Inc., New York, died March 21 follow- 
ing an illness of several weeks. He was 
51 years old. 

Mr. Jarvis has been associated with 
the Kelly, Nason organization since 1932 
and was elected a vice president in 1950. 
He is best known for his work in travel 
advertising. Posters and brochures de- 
signed by him have won numerous 
awards in graphic arts exhibitions. He 
was one of the first art directors to de- 
velop advertising applications of full- 
color photography. He has had’ paint- 
ings in a number of group shows in lo- 
cal art galleries. 


the care every step of the way 
thot nighes vegetables Simph onderial 


Loose art technique The nature of 
aids in ROP color ads newspaper 
press-run pre- 

sents serious problems of registration, 
color strength and color fidelity. Foote, 
Cone & Belding (San Francisco) has de- 
veloped a loose art technique of artwork 
to overcome these problems. For their 
client, S & W Fine Foods Inc., this tech- 
nique brings the essence of simplicity. 
It relies mostly on flat color and simple 
poster modeling with black line to hold 
shapes in case registration is off. Fruits 
and vegetables and the labels are re- 
duced to symbols of the client’s products. 
The artwork is prepared in two basic 
parts: First the color portions are drawn 
in full color. Second, the black plate is 
drawn as a separate overlay and is lim- 
ited to line work which overprints the 
color areas. It consists of outlines of all 
the color subjects and type and lettering 
if in black. Black is then no longer the 
controlling color of the process plates, 
and black halftone screen is eliminated 
except for occasional areas where it is 
needed, like dark greens, dark blues and 
dark browns. This is the secret of clean 
reproduction, for the red, yellow and 


blue plates are free of black and can 
more readily become bright areas of 
pure color. On the S & W label the usual 
dark green is made black so that there 
will be no chance of off-register oc- 
curring. 

According to Jack Allen, the art direc- 
tor on the account, newspaper produc- 
tion people have welcomed this treat- 
ment of ROP color. The San Francisco 
Examiner reports that these ads prac- 
tically eliminate. pinpoint registration, 
and the full use of clean color can be 
achieved. The Chicago Tribune, when 
it received its first ad of the new S & W 
series, called in its artists and recom- 
mended the technique to them. As a re- 
sult, numerous Tribune color pages have 
utilized this style. 

S & W has been “amazed and pleased” 
with the reception of their ads and the 
sales that have resulted. They have now 
put their entire media budget into the 
medium. 

Artist on the vegetable ad with the 
wheelbarrow was John Lichtenwalner of 
Shawl, Nyeland & Seavy and the clock 
ad was the work of Joe Cleary, Logan & 
Cox. 
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*‘DACROWN’ brings you biouses 


with a new dimension in fashion! 

nstitutional DuPont makes Dacron fibers and these are promoted in the 
- form of institutional advertising keyed to fashion. For this 
spread, mannikins were imported from Paris and rebuilt to fit the clothes. The 
ad is addressed to the consumer and does not identify the stores which seli garments 
made of Dacron. There is a tie-in among manufacturers who are notified as to 
which ad is currently appearing. They in turn use it in conjunction with their ~ 
own advertising. There is much excitement within the trade about this arrange- 
ment. Some stores also use the tie-in, on their own. ; 

Bill Gale (BBD&O) is the art director; Dick Rutledge of Studio Associates is 
the photographer. Ads appear in Mademoiselle and the New York Times Sunday 
supplement in full color. 


Westvaco features photography In one of its most visually stimulating issues, 
Westvaco’s 198th is devoted to outstanding 


photography. The cover, shown here, is by Ben Somoroff. In this beautifully de- 
signed issue, Bradbury Thompson has chosen both color and black and white 
photographs showing a variety of techniques by masters of the medium. 
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Child-like simplicity Technique for 

the Bank of the 
Manhattan Company ad series evolved 
from the aims of the client, copy ideas 
and budget limitations. The Bank’s aim 
was to dispel the stuffiness associated 
with banks and establish a friendly con- 
tact with the general public, especially 
the women who do from 50 to 85% 
of family banking. 

Copy ideas were extremely simple and 
seemed to call for a similar art approach. 
Howard Wilcox, the artist and AD 
(Cunningham & Walsh), had watched 
his two boys drawing and decided that 
this was the technique to use. Roughs 
were used for finished art to retain as 
much of the crudeness as possible. They 
were reproduced same size for newspa- 
per 50-line ads. 

The next problem was encountered 
in adapting these ads to 24-sheet post- 
ers to be used in the neighborhoods 
of the bank’s various branches. It was 
realized that a 24-sheet poster is visu- 
ally very little larger than a single col- 
umn ad. So the posters were reproduced 
from the miniature art and the distance 
from which they were viewed pulled 
them down to the size they were drawn. 
The same plan was used in making full 
page ad (shown here) for the New 
Yorker. 

The ad runs in a 4-color process form 
but the plates are made from Ben Day 
percentages for the process colors with- 
out paying for process separations. Ad 
was also used in tv spots and subway 
posters. 


Picture Week bows 


A miniature version of Life has made 
its debut among pocket-sized weeklies 
Measuring 414 x 6, the magazine is pub 
lished by Pocket Magazines Inc., Nev. 
York, which also puts out Tempo ¢ 
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Quick. Initial circulation is 100,000. 

The news is presented in picture 
stories, as in Life and Look. Phil Franz- 
nick, art director, buys covers and pho- 
cographs of sports, figures, personalities, 
fashion, entertainment, theatre pieces, 
automobile pieces, oddities in the news 
and animals. 

Mr. Franznick was formerly with 
Tempo and has been associated with 
Gentry and American Fabrics maga- 
zines. 


New Polaroid film 
improves photo quality 


New panchromatic high speed films 
have improved the quality of photo- 
graphs taken with the Polaroid camera. 
One of the new films will have a day- 
light exposure index of ASA 200 and 
the other ASA 400. The negative ma- 
terial is coated on a paper base. 

The Polaroid Land Professional Pan 
film (ASA 200) produces in 45 seconds 
prints (27% x 334) with good quality 
gradation, definition, contrast. The neg- 
ative emulsion is coated on an acetate 
film base. Enlargements can be made 
from the negative without apparent 
graininess. It records fine detail with 
rich blacks and whites and wide tonal 


range. 


“obert Fox promoted Hicks & Greist, 
Inc. has ap- 
‘ointed Robert Fox creative director. 
1 this newly created position, he will 
‘ upervise art, copy and all related ac- 
' vities and will coordinate these with 
count planning and administration. 
Mr. Fox has been associated with 
licks & Greist for over three years as 
tt director and, more recently, as ex- 
‘cutive art director. He had previously 
‘een art director for five years at Len- 
ren & Newell. Prior to this he was a 
( xpywriter with Al Paul Lefton Agency. 
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Illustrators present 
paintings to Air Force 


The Society of Illustrators has presented 
to Mitchell Air Force Base officers a 
series of 30 paintings done by volunteer 
Society members at air bases in Alaska 
and the Far East. 

The “Flying Illustrators” were Robert 
Fawcett, Austin Briggs, Alex Ross, Mike 
Mitchell, Harold Von Schinidt, Louis 
Glanzman, Tran Mawicke and Mario 
Cooper. 

Plans are underway for two more 
teams of Flying Illustrators in Green- 
land and throughout the Continental 
Air Command. The collection of art 
illustrates the scope of the activities of 
the Air Force and will form the nucleus 
of an art history of the Air Force at 
the new Air Academy near Colorado 


Springs. 


Tests support Japanese 
lens superspeed reports 

Modern Photography has conducted sev- 
eral tests of the Japanese-made Fujinon 
lens. It had been claimed that the f/1.2 
50mm lens were tremendously fast. 
Tests showed that they were actually 
1/2 to one full stop faster than the 
f/1.5 lens. Maximum definition was 
reached at f/3 and remained extremely 
good even at f£/16. These lenses have not 
yet been imported into this country, but 
are expected in the near future. 


In this Grandoe 
ad series the art 
and production 
problems were: non-bleed ads were to ap- 
pear to be a bleed page; two colors used 
were to appear to be more than two 
colors; glove details were to be stressed. 

AD Robert Otter, (Hirshon-Garfield) 
reports that they could not use the two 
colors in a combination of more than 
120% to give the effect of other colors. 
The background was prepared in the 
two colors, green and rose carthame in 
a transparent water color technique, by 
Paul Valentino. The gloves were pre- 
pared in black and white, put on an 
overlay and matched to swatches given 
the engraver. J. Sherry did the art for 
the gloves. 

Mr. Otter feels that the techniques 
used may open up new fields for the use 
of two colors other than black and an- 
other color. 


Two colors appear 
to be more 


15 photographers win Fifteen win- 
in Rochester Saton ners of Ro- 

chester Med- 
als have been selected and exhibited at 
the 19th Rochester International Salon 
of Photography. 7,023 photos by 1,791 
photographers from thirty-seven coun- 
tries made this the Salon’s most success- 
ful annual competition. 

Winners are in five categories: Pic- 
torial Prints— Ollie Fife, Washington, 
D. C.; Barton King, Niagara Falls; John 
Kubilis, Athens, Alabama. Nature Prints 
—Arthur M. Underwood, Rochester, 
N. Y. (his winning photograph of snow 
patterns, Fantasia, is shown here); Joe 
Van Wormer, Bend, Oregon; Rick War- 
ner, Rochester. Pictorial Slides—Frank J. 
Heller, Bartlesville, Okla.; H. J. John- 
son, Chicago; Paul J. Wolf, Putnam 
Valley, N. Y. Nature Slides— John F. 
Englert, Rochester; Dr. B. J. Kaston, 
New Britain, Conn.; Robert L. Leather- 
man, San Bernardino, Calif. Stereo Slides 
—Lewis F. Miller, Chicago; Louis J. 
Parker, Rochester; Jack Stolp, Rochester. 

The Photographic Society of America’s 
Color Division Medal went to D. A. 
Murray of East Orange, N. J. and Albert 
Widder, Forest Hills, N. Y. Its Stereo 
Division Medal was won by Roderick G. 
Ashton, Rochester. 

(continued on page 46) 
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Problem: Confronting the client, Exe- 
ter Hosiery Mills, and the agency, Et- 
tinger Advertising, was the eternal prob- 
lem of big ideas and a small budget. 
Exeter was anxious to tell—and sell—a 
quality story to the American market and 
it was necessary to buck convention and 
embark on a new trend in advertising 
men’s hose. Something more than the 
accepted methods of illustrating men’s 
socks would have to be undertaken to 
make the immediate and lasting impres- 
sion desired. 


incongruity 


Solution: National newspaper Sunday 
supplements were selected as a chief 
medium. Joel Ettinger, who supervised 
the campaign, advised that the reader's 
interest could be captured at the outset 
can with a unique layout. Under the art di- 
rection of Morris Brodis, the initial ad 

depicted a model seated in a chair, his 

trouser legs slightly elevated to reveal his 

socks — one, a neatly patterned High- 

s lander cashmere; the other, a bold dia- 
build mond argyle of pure Dacron. Only the 
lower part of the legs showed. The in- 
congruous was used to seize (turn page) 


~ 


here are two successful campaigns Problem: Fuller Fabrics’ advertising 
aim is to establish a luxury identity for 


a line of popular-priced cottons designed 

at a high-fashion level. Hockaday Asso- 

ciates, the agency for the campaign, felt 
which combined good design that this could best be done with an air 


of casual fun. 


Solution: AD Alvin Chereskin, in seek- 
. . ing a symbol of richness and prestige, hit 
with the visually unexpected ob ae use of a chauffeur aueaionn 
the campaign. Fun and luxury were com- 
bined by photographing the chauffeur in 
fanciful situations with incongruous ve- 
hicles—such as kiddie cars, bikes, roller 
skates, scooters, wagons, etc. The amus- 
ing dignity of the chauffeur (he is Tom 
Charles) constantly hovering in the back- 
ground has given the ads continuity and 
identification. 

Format is always the same. The slogan, 
“the richest cottons in town” appears at 
the top of each ad surprinting the pho- 
tograph. Succinct copy at the bottom 
gives the trade name and description of 
the fabric, the designer of the garment, 
sizes and colors available, prices and 

which stores carry the frock. 
Full color photography is (turn page) 
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You're next in Exeter's cashmeres 


It’s the feel of these a hose 


‘There fee! to Exeter hone thet unique aod 
deeply ax Exeter s neh humury took The eaters heve 
long omar wear the happy of Karters conefuily 


‘See “Hightender” below ot left? It's the drat 


treme of pure eth for ong wee: 
It feets fabuiows $4 At the nght, “Gala 
of Du: Poot dacron, $2 Ser Kanter 
fick variety of patterns and said mts in usury fibers 
woot-end eytan and ever eof Egyptian At 
ait fine stoves, or write Kuster Hosiery Milita 15 (2 41st Ave. 
Lang City 1. Showroom Ave 
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“the richest cottons in town 
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Fuller 


1407 BROADWAY NEW TORE 


80.95, An Altman's, New Vouk fast Oramge, Mamhaset Plains. 
Putter Fabris in phates and print are by the 
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and hold the reader's attention. It was a play on the old 
slapstick joke about the fellow who left the house wearing 
two non-matching socks. When this error was pointed out 
to him, he remarked, “Funny I’ve got another pair at home 
exactly like these!” 

This was a forerunner of a continuing line of ads which 
used a similar format and theme. It was cited as one of the 
fifty best of 1952 by the Graphis Annual. Other ads of the 
series have received consumer, trade and professional rec- 
ognition over the past three years. 

Variations in ad design show mis-mated socks in pairs and 
threes. In the full color ads, swatches of several designs and 
colors available in Exeter hose are shown in the layout. In 
the black and white ads, the chief emphasis is on the large 
close-up photograph in which texture and pattern of the 
socks are sharply defined. In these, background design is 
included in the photograph and plays a vital role in the 
overall presentation. 

Photographs are by Albert Nye. 


Resuits:; Client's sales figures indicate that the campaign is 
achieving its purpose. Ettinger feels that it is significant 
that the Exeter advertising trend has been copied in both 
the hose and ‘shoe fields. 


Ads 1) and 2) black and white, ads 3) thru 5) full color. 


c richest cottons in town 


designed drew ty KENT 
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being used throughout the campaign. Four photographers 
were used, according to Mr. Chereskin, in an effort to solve 
the merchandising problem of the differences between high 
fashion and casual fashion garments. He felt that four men 
could, by their own individual approach, give subtle varia- 
tions on the campaign theme. Each photographer used top 
fashion models. 


Results: Recognition was established with both consumers 
and retailers and direct retail response has been high. It 
has also attracted a great deal of attention in the textile 
industry. The ads have been running weekly in the New 
York Times Sunday supplement. 


1) photographer: Ray Solowinski 
models: Mike Garrett (left), Lucky Morr 


2) photographer: Richard Rutledge (Studio Assoc.) 
models: Nancy Berg (left), Robin Hargrove 


3) photographer: Frances McLaughlin 
models: Cindi Wood (left), Ruth Newman 


4) photographer: Tom Palumbo 
model: Leonie Vernet 


5) photographer: Tom Palumbo 
model: Ann St. Marie 
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all God’s chillun.. 


They haven’t got wings—but they are 
charming and lovable, as portrayed by 
the artists on these pages. Here is a 
galaxy of “child” stars, each with a dif- 
ferent viewpoint and technique, yet the 
same spirit of childhood prevails. 

We think such artists are lucky people 
who can bring forth, with pen and brush, 
the gaiety and pathos, the animation 
and wonderment of the very young. Oh 
to be a kid again. 

A. Halpert 


* Corinne Malvern—above 


* Gyo Fujikawa 
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Meg Wohlberg—left 


Harry Carter—right 


° Gyo Fujikawa—lower left 
¢ Priscilla Pointer—lower right 
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Pre-pre-previewing. Exhibit Chairman 
Don Lewis and NSAD President and 
guest of honor, Wallace Elton. 


Mr. Elton reminded the club that the 
first show of the New York club, in 
1921, was also non-competitive. The 
high quality of advertising art and de- 
sign, as exhibited by NSAD clubs, has 
been recognized by the State Depart- 
ment, Mr. Elton reported. The best at- 
tendance at exhibits held in foreign 
countries is at exhibits of commercial 
art produced in the United States. 

Newspaper, radio and TV publicity 
helped spread the AD story and made 
April 1 a real AD Day. At 10 A.M. Don 
Lewis and Wally Elton reviewed the 
show and were interviewed by the Ro- 
chester Times Union art critic. At 11 
photos were taken for local and New 
York State publications. At noon Don 
and Wally rushed over to station 
WHAM and rehearsed for the Ann 
Rogers program which they appeared 
on from 12:30 till 1. At 2:30 they re- 
hearsed for WHAM-TV and were on 
from 3-3:30. At 5 there was a cocktail 
party, followed by dinner, then back 
to the gallery for the official preview. 
“Awards are good to strive for, grati- 
fying to receive, bad to be impressed 
with, and impossible to talk about,” 
observed NSAD President Wallace Elton 
while viewing Rochester's non-competi- 
tive show. The show gave recognition 
to the top work done in the Rochester 
area but avoided making different grades 
of awards in the belief that the fine dis- 
tinctions made for such awards can cre- 
ate false values. 

Chairman Don Lewis and his show 
crew selected over 600 pieces for hang- 
ing. Hung for the whole month of April 
at the Rochester Memorial Art Gallery 
it went a long way toward achieving 
one of the club’s aims, to make the pub- 
lic conscious of what the art director is 
and what he does. 
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Kansas City’s 


The Second Annual Exhibition of the Kansas City 

Art Directors Club honored outstanding advertising and 
sales promotion art and design produced in the KC 

area. Awards were presented by Chris Stritzinger, 
Advertising Manager of Butler Manufacturing Co. Color 
slides of the prize-winning entries were shown as awards 
were presented. The exhibition was held at Hall's 

Little Gallery. Some of the winning pieces are shown here. 
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1) Fashion Illustration, Certificate of Merit 
AD: Pat George 

Artist: Alice Iwanaga 
Client: Harzfeld’s, Inc. 


2) Poster Design, Medal Winner 
AD: Paul Stauder 

Artist: Paul Stauder 

Client: Braniff International Airways 
Agency: R. J. Potts, Calkins & Holden Inc. 


3) Editorial Art, Medal Winner 
AD: F. Roy Anderson 

Artist: George Beyer/Sandburg-Dunn Studios 

Client: American Academy of General Practice 


4) Design, Trade Periodical, Certificate of Merit 
AD: Bob Holloway 
Artist: Orville Thrasher 
Client: Wilcox Electric Co. 
Agency: Carter Advertising 


5) Trade Periodical Art, Certificate of Merit 
Artist: Frederic James 

Client: West Virginia Pulp & Paper Co. 

Agency: Associated American Artists, Inc. 


6) Design, Direct Mail, Certificate of Merit 
AD: W. J. Van Wormer 
Artist: Bill Nye 

Client: Phillips Petroleum Co. | 


7) Magazine, General Illustration, Certificate of Mcrit 
AD: Dick Prezebel & Bob Sokoloff 

Artist: Bob Sokoloff 

Client: Hall's 

Agency: R. J. Potts, Calkins & Holden Inc. 


8) Direct Mail Art, Certificate of Merit 
AD: Paul Horstman 
Artist: Bob Sokoloff 
Client: Business Men’s Assurance Co. 
Agency: R. J. Potts, Calkins & Holden 


9) Design, Small Space Ad, Certificate of Merit 
AD: Bob Sokoloff, Dick Prezebel 
Artist: Bob Sokolojf 
Client: Hall’s 

Agency: R. J. Potts, Calkins & Holden 


10) Point-of-Sale Art, Certificate of Merit 
AD: Paul Stauder 

Artist: Paul Stauder 

Client: Braniff International Airways 
Agency: R. J. Potts, Calkins & Holden Inc. 


11) Point-of-Sale Design, Certificate of Merit 
AD: Hal Sandy 

Artist: Barbara Rivard 
Client: Herald House 

Agency: Hal Sandy Associates 
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Picking a winner 

Judges John S. Detlie (architect and 
artist), Hugh Smith (local manager 
OAI), and Frank Del Giudice (Walter 
Dorwin Teague organization) trying to 
agree on the winners in Seattle’s Sixth 
Annual Exhibition. 


northwest exhibition 


Seattle’s sixth annual exhibition of advertising art is being 
offered as an indication of the continuing rise in quality and 
prestige of Northwest artists. The 1955 show gives both artist and 
art director the opportunity to demonstrate to the nation and to 
the local area their growth in this field. 

Quite naturally there is a reason why we are proud of our 
advancement. It stems directly from the work of the Art Director's 
Group. Since this organization’s inception in 1950 its prime 
objective has been to promote and encourage the production anc 
use of good advertising art. To aid our purpose we have becom: 
affiliated with the National Society of Art Directors and hav: 
sponsored 5 previous exhibitions. Our membership now exceed: 
the “100” mark, lending strength to our ideals. 

Accompanying this article are examples of award winners i! 
the sixth annual exhibition held April 25 through go at the Bo: 
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President 
Seattle Art Directors’ Group 


Marché Department Store. This year’s show reflects the fact that 
secialists are finding an increasing market for their work thus 
«icouraging them to stay in Seattle rather than leaving for larger 
act centers. 

Studios have also found their place in this area with the intro- 
¢ action of several new groups of artists. This new tide of local 
¢ tality is culminated in the present exhibition. 

Awards were presented April 26 to the winning artists, art 
] ‘rectors, agencies and clients at a joint luncheon of the Seattle 
“:t Directors” Group and the Seattle Advertising and Sales Club. 
\ e were fortunate in having as our guest speaker Arthur Hawkins 
© New York, who was the charter secretary-treasurer of the 
National Society of Art Directors. This luncheon, as in the past, 
W.s supported by a full capacity crowd attesting to the great 
ir-erest shown in this area in advertising art and its continuous 
gression. 
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Sixth Annual Exhibition 


' Seattle Art Directors Group 


Lettering & Design—Lettering 
Artist: Nicholas T. Kritikos 
Advertiser: National Bank of 
Commerce 
Consumer Magazines—Illustration 
Artist: Ted Rand 
Art Director: Myron Graypbill 
Advertiser: Frederick & Nelson 
Direct Mail, Booklets and Folders— 
Illustration 
Artist: C. W. Swanberg — Henry 
Bonath & Assoc. 
Art Director: Dan Snope 
Advertiser: St. Paul & Tacoma Lum- 
ber Company 
Agency: The Condon Company 
Editorial Art 
Artist: Studio Art (Rudolph Bundas) 
Art Director: Arthur T. Lougee 
Advertiser: Ford Motor Company 
Retail Merchandise Advertising, 
Newspapers—Design of Complete 
Unit 
Artist: Ruth Paude 
Layout: Mary Ann LeVesque 
Advertiser: The Bon Marche 
Direct Mail, Booklets and Folders— 
Illustration 
Artist: Jess Cauthorn 
Art Director: Les Shaw 
Agency: Farwest Printing Company 
Advertiser: Farwest Printing Com- 
pany 
General Newspaper—Illustration 
Artist: Roy Miller 
Art Director: Douglas Murray 
Agency: Botsford, Constantine & 
Gardner 
Advertiser: Olympia Brewing Com- 
pany 
Poster Advertising—24 sheet 
Artist: Roy H. Terry 
Art Director: Ray Pedersen 
Agency: Miller, Mackay, Hoeck & 
Hartung 
Advertiser: Sicks’ Seattle Brewing & 
Malting Company 
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Los Angeles 10th wards art & design pacesetters 


Ten years of staging and judging ex- 
hibits of advertising and editorial art 
have given the Los Angeles show regional 
rather than merely local impact. 11 West- 
ern states are represented among the 3 new engines! CHEVROLET 
more than 200 pieces hung and the 
original entries were screened by the 
Art Directors Club of San Francisco. 
Don Foth, vice president of the L. A. 
club, was general show chairman Judges 
were Fred Cole, Henry Dreyfuss, John 
Falter, Oscar T. Lawler Jr., and Bert 
Tuttle. Awards were made by Miss Lori 
Nelson (Warner Bros.) and show queen 
Miss Salle Todd. 
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Medal Winners 


Best Painting in Show 

Dillon Lauritzen Memorial Award 
AD: Robert Freeman 

Artist: Stan Galli 

Client: Bank of America 

Agency: Stuart 


Best TV Commercial 

AD: John Hubley & Leo Langlois 
Animator: Art Babbitt 

Client: H. J. Heinz Co. 

Agency: Maxon 


Foster & Kleiser Award 
AD: James Hastings 
Artist: Bill Tara 

Client: Chevrolet 
Agency: Campbell-Ewald 


Foster & Kleiser Award 

AD: Fred Cole 

Artist: Robert Guidi 

Client: Southern Pacific 
Agency: Foote, Cone & Belding 


Best Photograph in Show 
AD: Art Shipman 
Photographer: Todd Walker 
Client: Frank Bros. 
Agency: Madden-Shipman 


Best Design: Complete Unit 

AD: Udell S. Madden 

Artists: Carlos Diniz, Udell S. Madden, 
Todd Walker, Max Yavno, Lichty 
Client; Kenbo Corp. 


Best Design: Complete Unit 

AD: Jules Kopp 

Artists: William Murphy, Gil Roys, Jack 
Ellenberger 

Client: Carnation Co. 

Agency: Erwin, Wasey 


Merit Winners 


8) 


9) 


10) 


11) 


12) 


13) 


Editorial Art, Color 

AD: Lowell Butler 

Artist: Bill Tara 

Client: Automobile Club of Southern 
California 


Point-of-Sale 

AD: Robert Freeman 
Artist: Lowell Herrero 
Client: Bank of America 
Agency: Stuart 


Newspaper Design: Complete Unit 
AD: Carl Moore 

Artists: John Eastman, H. A. Curry, 
Ann Pearson 

Client: Bullock’s Downtown 


Consumer Magazine Photograph, Color 
AD: Rebert Wheeler 

Artist: Rene Williams 

Client: Hunt Foods 

Agency: Young & Rubicam 


Car Cards 

AD: Leonard Parker 

Artist: William Noonan 

Client: San Diego Gas & Electric Co. 
Agency: Barnes Chase 


Editorial Art, Photograph, b /w 
AD: John Martin Gilbert 
Artist: Jason Hailey 
Publication: Today’s Child 


| 
| 
Q 
a? 
10) 

8) 12) 
X 
among men | 
starts with 
a smile... : = 
= 
39 


es 4.- 
oe 


14) Direct Mail Art 
AD & Artist: Saul Base 
Client: Joseph Eger 


15) Car Cards 
AD: Lyman Powers 
Artist: Marcel Olis Studio 
Client: Breast-O-Chicken Tuna 
Agency: Foote, Cone & Belding 


16) Newspaper Photographs 
AD: Robert Wheeler 
Photographer: Lyman Emerson 
Client: Hunt Foods 
Agency: Young & Rubicam 


17) TV Commercial 
AD: John Hubley 
Animators: Emery Hawkins & Arnold 
Gillespie 
Client: Speedway Petroleum 
Agency: W. B. Doner 


18) C Magazine Drawing or Painting, 
b/w 
AD: Robert Freeman 
Artist: Louis Macoiullard 
Client: Bank of America 
Agency: Stuart 


19) Direct Mail, Complete Unit 
AD: Norman Gollin 
Artist: Marvin Rand 
Client: Ace Offset Printing Co. 
Agency: Sudler 


20) C Magazine Drawing or Painting, 
Color 


AD: John Groen & Robert Freeman 
Artist: Bob Poole 

Client: Lockheed 

Agency: Foote, Cone & Belding 


21) TV Commercial 
AD: Norm McCabe 
Director: Chet Giassley 
Client: Schaeffer Pen Co. 
Agency: Russell Seeds. 


22) TV Commercial 
AD: John Hubley & Bob Guidi 
Animator: Stan Walsh 
Client: Ford Dealers 
Agency: J. Walter Thompson Co. 


£3) Newspaper 
AD: Jim Bishop, Robert Guidi 
Artist: David Weldman 
Client: KNXT 
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24) Direct Mail Art 
AD & Artist: Saul Bass 
Client: Joseph Eger 


Editorial Art, b /w 

AD: Lowell Butler 

Artist: Harry Diamond 

Client: Automobile Club of 
California Southern 


Special Merit Recognition 
AD: Saul Bass 

Producer: National Screen Servi 
Client: Otto Preminger 


Small Space Advertisements 
AD & Artist: Saul Bass 
Client: Glide Window Co. 


Magazine Drawing, b/w 
AD: Robert Guidi 

Artist: Edward Renfro 

Client: KNXT 


Package Design: Album Cover 
AD: J. Chris Smith 
Photographer: Peter Samerjan 
Client: Lord & Freber 
Agency: Gould Smith 


Newspaper Photographs 
AD: Ray Pedersen 
Photographer: Hal Adams 
Client: Union Oil Co. 
Agency: Young & Rubicam 


Newspaper Design: Complete Unit 
AD: Don DuBois 
Artist: Robert Guidi 

Client: Cinch Products 

Agency: Elwood Robinson 


Special Merit Recognition 

AD: Leo Salkin 

Animator: Norm Ferguson, UPA 
Client: Grove Laboratori 
Agency: Gardner 


Consumer Magazine: Complete Unit 
AD: Bob Corey 

Artist: Hal Adams 

Client: Hoffman Electroni 

Agency: Anderson-McConnell 
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34) Trade Magazine Photograph, b/w 
AD: Robert Magee 
Photographer: Todd Walker 
Client: The Stuart Co. 
Agency: R. W. Webster 


35) Trade Magazine Photograph, b/w 
AD: Jack Roberts 
Photographer: Lee Friedlander 
Client: Berland Assoc. 
Agency: Carson, Roberts 


36) Trade Magazine Drawing or Painting, b/w 
AD: David Rose 
Artist: Edward Renfro 
Client: Wm. R. Whittaker 
Agency: Mogge Privett 


37) Annual Reports, Catalogs, etc., Complet 
Unit 
Artists: Richard Woodward, Gil Franze?. 
Tak Nakamura 
Client: Lockheed 


38) Trode Magazine Design, Complete Unit 
AD: Advertising Designers 
Artist: Ken Parkhurst 
Client: Brown & Caldwell 
Agency: Hal Stebbins 


39) Annual Reports etc., Complete Unit 
AD: Jerome Gould 
Artists: John D’Emillo, Mazine Loftis, 
Herb Cross 
Client: Anheuser-Busch 
Agency: Gould-Smith 


40) Annual Reports etc., Art 
AD: Murray Naidich 
Artists: Murray Naidich, Marvin Rand 
Client: Republic Construction Corp. 


41) Trade Magazine Drawing or Painting, Col * 
AD: Marshall Taft 
Artist: Chuck Kuderna 
Client: Northrop Aircraft 
Agency: West-Marquis 
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upcoming artist 


Hy Farber 


Free-lance designing in Los Angeles since 
1947, Hy Farber is founder and presi- 
dent of the Society of Contemporary De- 
signers. Two of his recent pieces are in 
the 1955 Los Angeles Art Directors Club 
show. 

A graduate of the High School of Mu- 
sic and Art, New York City, he also stud- 
died at Pratt Institute, Florence Cane 
School of Art, the J. Albert Cavanaugh 
School and the Art Center School in Los 
Angeles. He also taught at the Florence 
Cane School and is on the faculty of the 
Art Department at UCLA. 

In 1937 Hy Farber started with NYC 
ad agencies. He helped in the design 
stages of the New York newspaper PM, 
and also with “Air Force Magazine.” 
After leaving the service he worked for 
Paramount Pictures and then became AD 
for West-Marquis Advertising in L.A. 

Exhibits of his work include the “Ar- 
tists for Victory” where he won an hon- 
orable mention, the AD club shows, 
Printing for Commerce exhibits, and the 
Society for Contemporary Designers. 

Designed for a cross section of Ameri- 
can business and industry, including such 
clients as Richfield Oil Company, Union 
Oil Company, Kaye-Halbert, Hoffman 
Radio & TV, Packard-Bell, W & J Sloane, 
Max Factor, Bullock’s, Desmond’s, May 
Company, the Fluor Corporation and 
others. 

In his spare time he designs and builds 
contemporary furniture and writes for 
numerous publications. 


SINGLE OCR OVAL. 
GLAZING MOLDS 


ONE-INCH INVESTMENT CASTING TESTS 200.000 
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case history: 


Problem: To present Jerseymaid prod- 
ucts with an aura of quality. 
This to be achieved without the use 
of full color or expensive art treatment. 
To create local dairy advertising that 
would be different and distinctive. 


Approach: Claims of richness and qual- 
ity would only place Jerseymaid at a 
disadvantage by resorting to the same 
methods employed by other companies 
with larger budgets. Since most milk 
companies enjoy the confidence of the 
public, and the customer’s choice of her 
dairy products is based on what she 
thinks is best in the long run for chil- 
dren, Jerseymaid’s institutional cam- 
paign in “Everywoman’s” magazine is 
intended to reach her through an emo- 
tional appeal using children as the main 
illustration. 

The art was deliberately steered away 
from the commercial advertising ap- 
proach. What at first appears to be rather 
quiet advertising gains its impact from 
the very change of pace which it makes, 
sandwiched in with so many full-color 
advertisements in the magazine. David 
Rose, of Mogge-Privett, Inc., was the 
AD. Art work was done by Elgas Grimm 
of Studio Artists, Los Angeles. 
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new aids to ADs include color guide book 


and a crop of paper samples 


Color standards book: A system of 
fixed color standards which puts color 
selection on an exact science basis will 
be published by Krug Litho Art Co. 
in June. The book, True Color Process 
Guide, was written by the company’s 
president, George D. Krug. In it he pro- 
vides an organized system of color man- 
agement which does away with the guess 
work in color control. 

The book contains more than 18,000 
color squares showing all colors attain- 
able with the four color process inks. 
These colors are attained by utilizing 
eleven process strength variations of the 
four inks in one, two, three and four 
color combinations. By applying the 
color selector provided with the book, 
and isolating the color to be matched, 
the values are cross-read for exact iden- 
tification and reproduction. Upon re- 
quest ink samples of the four basic col- 
ors may be obtained. Also supplied is 
a positive of the eleven screen values, 
from 5% to solid. 

The set, two volumes, costs $165. 
For further information and descriptive 
literature, write Krug Litho at gogo 
Main Street, Kansas City, Missouri. 


Lee paper samples: Working size sam- 
sles (20” x 1214”) of the various grades 
£ paper manufactured by Lee Paper 
to. are available from Milton Paper 
Jompany, 100 W. 22 St., New York 11. 
<nown as the Design & Production Pad, 
‘he samples may be ordered without 
harge on company letterhead. 


‘ample packet: Beckett Paper Co., 
iamilton, Ohio, has prepared a packet 
f printed productions which were done 
‘n Beckett paper stocks. Most of the 
‘umples are full color and represent sev- 
‘ral types of paper in actual commer- 
cal use. 
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Paper sample library: Samples of An- 
tique and text covers, book papers (both 
coated and uncoated), Day-Glo Coated, 
Kromekote, gummed papers, vellums, 
bristols, specialty papers, all types of 
text papers and many other paper 
stocks are included in the Royal Sam- 
ple Library. Samples from more than 
forty paper mills represented by Royal 
are shown in the collection. It is avail- 
able without charge. Write on company 
letterhead to Royal Paper Corp., 210 
Eleventh Avenue, New York, or call 
WA 64-3400. 


Quality control: Folder describes the 
fundamentals of quality control and the 
use of various techniques, including sta- 
tistical, for correcting some of the vari- 
ables common in raw materials, print- 
ing processes and converting operations. 
New statistical techniques are discussed 
as to their end use as it relates to sales, 
production and purchasing. Folder de- 
scribes some of the problems encoun- 
tered in setting up a quality control 
program and the benefits of such a sys- 
tem. For a copy of the folder, write 
Donald Macaulay, Paper Quality Con- 
trol Inc., Chappaqua, New York. 


Synthetic paper created: Paper can 
now be produced from synthetic fibers. 
It has been developed by E. I. du Pont 
de Nemours & Co. The new paper, said 
to be three to ten times stronger than 
rag or pulp papers, is made from nylon, 
Dacron, polyester and acrylic fibers. It 
is highly resistant to chemical attack, 
absorbs little moisture, bacteria and light 
and has a high strength. 

Cost of the new material is high at 
present, but with further experimenta- 
tion and increased use, it is believed 
that the cost will be low enough to 
make it practical. 


Ticonderoga offset: Samples of the 
new International Paper offering, Ticon- 
deroga Offset, may be obiained from 
the company at 220 E..42 Street, New 
York 17. Booklet contains samples of 
the paper in basis 50, 60, 70, 80, 100, 
120 and 150. It also includes several 
special finishes: cloud, stucco, hand- 
made, ripple, basketweave, linen and 
Bermuda. 


POST TITLE BOLD 
Grotesque is 


The Excelsior Sorgpt most 


Studio Bold is 


HIDALGO 


New typefaces: Specimen folders on 
several new and recently imported Euro- 


pean typefaces are now being distrib- 
uted by Amsterdam Continental Types 
and Graphic Equipment Inc., 268 Fourth 
Ave., New York 10. Folders display the 
Post Title Series, Annonce Grotesque, 
Mistral, Excelsior, Studio Bold, Hidalgo, 
and Gracia, display lines of some of 
which are shown here. 
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classic combination 


HELILUENIC WIDE 


venus extended 


New designs by Bauer Alphabets, exquisite 
individually or in combination. The simple 
beauty of Venus Extended—the classic quality 
of Hellenic Wide puts these two fine types on 
the must list for those who demand the finest. 


When you specify type—specify Bauer. 


For complete specimens and sizes, write on 
your letterhead to: 


235 EAST 45th STREET, NEW YORK 17, N.Y. VA 6-1263-4 
Set in Hellenic Wide and Venus Extended. 


BAUER ALPHABETS, INC. 


650 N. FAIRFAX HOLLYWOOD WEBSTER 1-1309 


(continued from page 25) 


Huge glass mosaic 
on display in L.A. 


The world’s largest glass mosaic mural 
ever to be executed by an American ar- 
tist hangs in the newly built Los Angeles 
Police Facilities Building in the Civic 
Center. Designed and made by Joseph 
L. Young, the mural is 36 feet long and 
six feet high. It is comprised of more 
than a quarter of a million tiny glass 
stones (tesserae) each set in by hand. 
More than 50 colors were used. The 6- 
ton mural is cantilevered from two sup- 
porting columns in the main lobby of 
the building. 

Mr. Young spent two years in the 
creation of the mural. Murals of such 
size are usually sent to Italy for exe 
cution. 

A 16mm Kodachrome documentary 
film of the making of the mosaic is 
being produced in cooperation with 
the University of California. 


Mel Richman 
opens N. Y. studio 


Philadelphia art studio, Mel Richman 
Studios, Inc., has opened a New York 
studio at 270 Park Ave. Tony Granados 
is in charge of the N. Y. operation and 
Bryant Gorton is contacting this area. 
Studio represents Stanley Biernacki, il- 
lustrator; Bernard Symancyk, still life; 
Dodworth R. Pomerhn, creative color 
retoucher; illustrator and designer John 
Milligan, letterer Charles F. Armstrong. 
The studio also has complete mechanical 
facilities and a photographic division. 
New phone is PLaza 5-0945. 


New Ansco color film marketed 


Anscochrome is a new high-speed re- 
versible color film put on the market 
by Ansco. It is three times faster (day- 
light exposure index of 32) than Ansco 
Color Film, which it replaces. 

It is said to have great exposure 
latitude and high color fidelity made 
possible by “superior curve conformity” 
of three emulsion layers. Color balance 
is maintained even with over- and under- 
exposure. It is available in 35mm maga 
zines and bulk leads and 120, 620 anc 
828 size rolls. 


SPPA plans convention 


September 10-14 is the date of the An 

nual World Convention of the Scree: 

Process Printers Association, Interna 
(continued on page 48) 
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We have nothing to say* 


* Art Center graduates said it for us when they 


walked off with an eloquent total of 42 percent of the Medal and Merit awards 


in the 10th Annual Los Angeles Art Directors Club Show. 


5353 WEST THIRD STREET, LOS ANGELES + 24TH YEAR + A NON-PROFIT INSTITUTION 
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points to remember... 


Each year, for seven con- 
secutive years, ACC has done 
more work for more customers 
than in its preceding year. 


From a modest beginning in 
1948, we have increased our staff 
more than ten-fold with the 

best craftsmen in the field of 
advertising typography. 


Our thanks will be expressed in 
the continued quality of work and 
service that has kept our accounts 
with us and earned us so many 
new friends and customers. 


Advertisers Composition Company 
Typographers 

1500 West Twelfth Street 

Los Angeles 15 DUnkirk 2-8445 


IS YOUR SEAL OF DEPENDABILITY 


night 
service 


arty, 


THIS 


arti 


2709% W. 7TH ST.* LOS ANGELES 57* DU 7-2359-—DU 4-0015 


news 
(continued from page 46) 


tional. The entire lobby floor of the 
Ambassador Hotel in Atlantic City, 
N. J., has been set aside for exhibit 
booths. 

Convention theme for 1955 is High 
Tide of Screen Process Knowledge— 
High Time To Use It. 

For further information about the 
convention and exhibits, SPPA’s head- 
quarters are at 549 West Randolph St., 
Chicago 6, Illinois. Convention head- 
quarters are at 16 South Marshall St., 
Philadelphia 6, Pa. 


Top U. S. designers’ work 
in special Paris show 


American Art of the Twentieth Cen- 
tury, the largest exhibition of modern 
art from this country ever sent abroad, 
is on view at the Musée d’Art Moderne 
in Paris through May 15. It consists of 
more than 500 paintings, sculptures, 
prints, architectural photographic en- 
largements, stereo-realist slides and mod- 
els, examples of typographic design, 
industrial design, photography and films. 

Some 70 examples of graphic design 
with emphasis on new ideas in typog- 
raphy are included in the mammoth 
show: Alvin Lustig, Leo Lionni, Her- 
bert Bayer, Noel Martin and Paul Rand 
are among the designers whose work 
was selected to be shown. 

The exhibition inaugurates the Salute 
to France program of cultural events 
being presented in Paris this spring. It 
has been organized and sent to Paris 
by the Museum of Modern Art. 


Top typographic design 
selected by TDC 
Fifty pieces won the Certificate for Ty- 
pographic Excellence in the first annua! 
competition sponsored by the Type Di 
rectors Club of New York. More than 
1000 entries were judged solely on th 
basis of typographic creativity. 
Winners were as follows: Georg: 
Lenox (2 winning pieces), Howar 
Stabin, Bradbury Thompson (2), Alvi: 
Lustig (4), George Salter & Hortens: 
Mendel, Allen Hurlburt, Alexander Lilt 
erman, Columbia University Press, Lou’ — 
Dorfsman (7), Leo Lionni, Louis Dar 
ziger (5), Herb Lubalin & Frank Wa; 
ner (2), Mahlon A. Cline, Harold | 
Walter, Aaron Burns (2), Herbert Ma 
ter, Freeman Craw (2), William Taubi. | 
Jerry McAlevey & Hal Florian, Artc 
Associates, Allen Lazarof, Sudler & He 
nessey, Jim Fogelman (2), Bauer Alph - 
bets, Gene Federico & Edward Bie . 
(continued on page 50) 
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five pieces 
accepted for 
exhibition by the 
AIGA... twelve 
pieces accepted 
for the 10th 

L.A. art directors 


club exhibition. 


tT merit award 


package design, L.A. 


* merit award for 


booklets, L.A. 


GOULD + SMITH associates 


250 south la cienega + beverly hills, california + crestview 4-6851 
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advertising design 


etter than one 


art direction 


designed illustration 


< 


decorative illustration 


d associates 


VD... L.A. 46 CRESTVIEW 69356 


£596 beverly blvd. 
los angeles 4, calif. 
DUnkirk 1-3991 


“COMPLETE 
NIGHT CREW 
HELPS 
PRESERVE 
YOUR PRIDE 
IN 
CRAFTSMANSHIP 


se 
ENGRAVING COMPANY 


1242 SANTEE STREET * LOS ANGELES 15 * PROSPECT 2396 
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Harry Zelenko (3), Frank Kacmarcik, 
Will Burtin and Gene Dunn. 

Judges were Hal Zamboni, Clifton 
Line, Mahlon Cline, Alexander Nesbitt, 
Ariosto Nardozzi, Aaron Burns, Gustave 
Saelens and Edward Gottschalli. 


Chicago artists 
hold 9th show 


Gold Brush award for the outstanding 
work in the Chicago Artists Guild’s gth 
annual exhibition went to Fred Steffen. 
His winning piece was a Mercury rec- 
ord jacket. 

First and second place awards for 
advertising illustrations went to Frank- 
lin McMahon and to Allen & Garcia 
Co. In the tv commercial category, Cal 
Dunn took first place for color and Jack 
Strausberg for black & white. 

130 of the 300 submitted pieces were 
selected for the exhibition. Judges were 
John B. Breunig, Foote, Cone & Belding 
AD; Herb Bull, tv art director, J. Wal- 
ter Thompson; Fran Foley, AD at Mar- 
shall Field & Co.; Ed Snyder, art direc- 
tor, Rand, McNally & Co.; Lee Stanley, 
Leo Burnett AD; free-lance AD John 
Temple; Everett McNear, designer-illus- 
trator; Lyman M. Simpson, still-life il- 
lustrator; and Wesley Bowman of Wes- 
ley Bowman Studio. 


~_- 
ONTENDED USE OF ARTWORK 


Confirmation order form 
available to all artists 


The Artists Guild has developed 
standard confirmation order form. No ° 


(continued on page 52) 
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Ed Brookins 
Ralph Ball 
Don Shigaki 
Merv Corning 
Tiger 

Barbara Westlund 
Bill Philbrook 
Dana Parks 
Marguerite Ware 
Jay Flammer 
Lillian Magnusen 


George Wiiliams 
Jack Ellenberger 
Elgas Grim 

Jim Hawkins 


rrr 
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JOHN MEREDITH 
Photography 
BRadshaw 2-1283 


, 951 No. La Cienega, Hollywood 46, Calif. S 


the finest 


typography... 
handset, photo 


and machine... 


CLIFFORD BISCH, typographer 
5519 Sunset Bivd., Hollywood 28 * HOllywood 4-7134 
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available to all artists, it is intended 

for use when the artist does not receive 

a written order for his work. 

It is being favorably received and en- 
dorsed as a method of protecting both 
artist and buyer from misunderstand- 
ings arising from purely verbal agree- 
ments. Cecil Baumgarten, of the Joint 
Ethics Committee, urges its use and 
points out that the complete Code of 
Fair Practice is printed on the reverse 
side of the forms. 

The form also aims to protect both 
artist and purchaser when questions of 
revision oF errors in specifications arise. 

The form, illustrated here, provides 
space for listing the quantity, descrip- 
tion, estimated price and due date for 
each piece of work, order number and 
date and the intended use of the art- 
work. 

The following also appears on the 
form: 

—The prices indicated are estimates for 
artwork only as described above. 

—Sketches are executed with the assump- 
tion of doing finished art. If finished 
art is assigned to other artists or pho- 
tographers there will be an additional 
charge of 50% for sketches. 

—TERMS: Because the major portion 
of the above work represents labor, 
all invoices are due and payable NET 
on or before the 15th of the month 
following date of invoice. 

—It is understood that both artist and 
buyer agree and abide by the Code of 
Fair Practice of the Joint Ethics Com- 
mittee as reproduced on the reverse 
side of this form. 

Space is provided at the bottom of th« 
form for signatures of both artist anc 
buyer. There is room at top for letter 
head or imprint of the artist. A pad o 
50 forms can be obtained at any Artist: 
Guild meeting for $1.00 or by mail fo: 
$1.25 from the Artists Guild, 129 E. 1: 
Street, New York 3, N. Y. 


SAAD elects 


New officers of the San Francisco $ 
ciety of Artists and Art Directors a 
as follows: Dick Lemen, president; } . 
Halberstadt, 1st vice president; Alber | 
Rudolphi, 2nd vice president; Amac > 
Gonzalez, grd vice president; Lee Ru - 
gles, secretary; Gene Tepper, treasure : 
and Tom Collard, controller. 
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Resembles mag cover Full-page bleed 
made to simu- 


late glamorous fashion magazine covers 
earmark the campaign for Dynel textile 
fiber (Carbide and Carbon Chemicals 
Co.). The “cover story” campaign broke 
in March in Harper’s Bazaar and ads 
have subsequently appeared in the N. Y. 
Times magazine section. Hal Florian of 
Anderson & Cairns was AD. Richard 
Avedon made the photograph. 


One-man band One’s initial impres- 
is five sion is that one man 

was photographed in 
five roles with all parts cleverly stripped 
together. Actually, this photograph, by 
Bert Stern, was executed with five dif- 
ferent models made up identically. Smir- 
noff Vodka’s agency is Lawrence C. Gum- 
binner. Hershel Bramson handled the 
art direction. 


VERSATILE AS 4 ONE MAN BAND 


Ze 


.. these days takes big plants, big 
thinking, big men. A small one-color 
booklet or folder? A multi-color cat- 
alog? Call RAPID. Here you'll find 
what it takes to get things done. 


RAPID 


Lithograph Company 
DIVISION OF RAPID BLUE PRINT COMPANY 


818 Santee Street, Los Angeles 14 


call for all! WAndike 2061 
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Quality 
Lithography 


PROFESSIONAL PHOTO 
PRINT RETOUCHING AND 
AIR BRUSH INSTRUCTION 


Now . 


A complete course, with necessary working materials 
and a professional air brush furnished. 

You may learn at home or, do as many others do 
and learn on the job. 

You will get the professional aa for photo 
montaging, superimposing, spotting, toning and many 
other phases of pictorial and mechanical retouching. 

These methods rarely available in a school or studio. 
Instructions and work criticism by one of America’s top 


retouchers. 


Avail yourself of this efficient professional course 
and increase your earning power. 


SEND 
FOR FREE 
BROCHURE 


PROFESSIONAL ART INSTITUTE 
P.O. Box 567, Dept. AS-5, San Francisco, Calif. 


City, Zone, State. 
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“ARCH ART, INC. 


A COMPLETE AND 


SERVICE 


STUDIOS 


Philadelphia section 
to be a monthly feature 


AD&SN has, many times, cited the grow- 
ing importance of art directors and the 
art markets developing to serve them. 
Within the last three years, Philadelphia 
and the Delaware Valley have been grow- 
ing by leaps and bounds as an art market. 

Art directors and advertising man- 
agers are buying art and photography 
supplies and services for an arms length 
of new industries, but particularly: steel 
and prefabricated products, oil, pharma- 
ceuticals, and electronics. 

To better report the new, tailored 
art market centering in Philadelphia, 
AD&SN is initiating this new section. 


History in the abstract AD Walter 
Reinsel (N. 
W. Ayer, Phila.) chose AD Chuck Ax to 
design this Container Corporation ad 
“because of his excellent feeling for ty- 
pography and his ability to simplify to 
essential expressiveness.” In his abstract 
representation of the well-known por- 
trait of George Washington, Mr. Ax has 
broken with traditional concepts. All art 
and copy is on a white background. In 
the portrait, red was used to represent 
the lips, blue for the line of the nose and 
black for the contour of the face and 
hair. Red type was also used strategically 
in the brief copy, which was a quote from 
Washington on foreign policy. 


W. Frederic Clark, Philadelphia News Editor 


Talent specialization Lecture 
on increase says Richman and a dis 
cussion 01 


“Visual Communication” were presente: 
at March meeting of the Philadelphi: 
Guild of Advertising Men and member 
of the Eastern Industrial Advertisers. 

Albert S. Richman, Vice President o 
Mel Richman Studios, called attention t 
the increasing specialization in talents re 
quired in today’s visual communication 

Wachtel B. Williams, Advertising an 
Sales Promotion Manager of Better Farm 
ing Magazine took the 100 member audi 
ence through a slide presentation of « 
promotion from its conception to its 
materialization in printed form. 

Antonio Granados, Secretary of Me! 
Richman Studios, and a Captain USMCR, 
showed films taken during the Korean 
conflict and stressed the need for good 
idea transference in the battle against 
Communism. 


Prizewinners in 
the Philade}- 
phia Art Alli- 
ance’s $1500 regional competition for 
watercolors were announced in April. An 
exhibition of go paintings ran till May 1. 

The winners: Albert Gold, of 6814 
McCallum St., teacher at various Phila- 
delphia art schools, chairman of the Art 
Alliance’s Watercolor Committee and 
winner of a $500 prize in the Art Alli- 
ance’s regional oil painting competition 
last season; 

Antonio P. Martino, who maintains a 
studio at 27 S. 18th St., Philadelphia, 
and lives at Newtown Square, Pa.; 

Marjorie Ruben, of 2427 Pine St., free- 
lance commercial artist and mother >f 
two sons; 

Charles Taylor, of 2036 Spruce St., a 
photo-engraver at The Philadelphia } :- 
quirer, and winner of a $500 prize n 
the Art Alliance’s oil painting compe i- 
tion last season; 

Andrew Theis, of 2313 Green St., a 
1954 graduate of the Pennsylvania Ac: 1- 
emy of the Fine Arts. Theis forme ly 
studied with Gold, at the Philadelp ia 
Museum School of Art. 

Each winner was awarded $goo. E: 
prize was of equal importance. 


Art Alliance names 
watercolor winners 


Guild show on May 18-20 Exhibit 1 
of the 
tists Guild will run May 18-20 at 1¢ 
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iketch Club. Show will offer art directors 
nd art buyers a comprehensive and up- 
o-date picture of the kind and variety 
f art being done in the Philadelphia 
rea. Two new Guild members are Joseph 
’. Aronson and Albert Wolfendon. 


\DC picks new meeting place 


fective with the September 21 meet- 
ag The Art Directors Club will meet at 
he Poor Richard Club. 


“hila. a phototypesetting center 


\ddressing the Printing House Crafts- 
aen last Fall, Frank M. Sherman, ex- 
cutive director of the ITCA, pointed 
put that Philadelphia is a principal cen- 
ver for phototypesetting. At that time 
three fully equipped firms used a total 
of nine Fotosetter machines plus other 
phototypesetting equipment to produce 
all classes of photographic composition. 


Lambdin opens studio Win Lambdin 

has resumed 
business as Lambdin Associates, 34 S. 
i7th St., Suite 356-360. He will operate 
a complete studio service. 


Philadelphia Art Supply Co. 


Philadelphia’s most complete stock of 
art and drawing materials. 
* Bourges sheets © Craftint 
Kemart materials Zipatone 
* all graphic art supplies 


Send for our 200-page catalog 
on your letterhead 


25 S. Eighth St. * Philadelphia 6, Penna. 
MArket 7-6655 * Prompt delivery service 


FOR THE FINAL TOUCH 


“COLOR RETOUCHING 


NUNAMAKER STUDIO 


20 S. 15TH ST., PHILA. 2, PA. LO 7-1893 


PODGOR’S ART SUPPLY 
Suppliers to the Fine and Graphic Arts 
2 CONVENIENTLY LOCATED STORES 
IN CENTER CITY PHILADELPHIA 
618 MARKET STREET 
N.E. CORNER 13 & SANSOM ST. 


RI 6-1250 


2006 Chancellor St. Philadelphia 3 
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Al Andrews convalescing Al Andrews, 
who recent- 


ly suffered a heart attack, was reported 
out of the hospital and back home con- 
valescing as AD&SN went to press. A 
former New Yorker, his studio is at 12th 
& Chestnut. 


Kubly tells AG about ADs N. W. Ayer 
AD Don 
Kubly was recent guest speaker for the 
Artists Guild. He told the artists how 
an AD works, what the AD contributes 
to the ad, how the artist and AD can 
best work together. Two encouraging 
viewpoints he championed: surveys prove 
that those ads which are best from design 
and art viewpoint are also most effective 
saleswise, the AD doesn’t want the artist 
to slavishly copy a rough but to creatively 
interpret the idea of the rough. 


Greenfield wins William F. Green- 
PDC award field, well known 

Philadelphia Art Di- 
rector and Designer, recently won the 
top award for his design of Elmo's “So 
Gay” line of cosmetics, among the many 
entries from the nation’s leading design- 
ers, exhibited in that category. 

The International Package Design 
Competition was held at the American 
Institute of Graphic Arts in New York 
City, and sponsored by the Package De- 
signers Council. 

Mr. Greenfield is a member of the 
Philadelphia Art Directors Club, Na- 
tional Society of Art Directors and the 
Artists’ Guild. The “So Gay” packages 
were shown on page 38 of the March 
issue of this magazine. 


For other Philadelphia news, see 
the News and Trade Talk sections 
of this magazine. 


creative 
photography 
by 


PHOTOGRAPHIC 
TYPOGRAPHY 
employing 
THE FOTOSETTER 
THE HADEGO 
THE FOTOMASTER 
THE PROTYPE 


THE FILMOTYPE 


The most complete photographic 
composition ‘installation in America. 


O 


TYPO PHOTO 
TYPOGRAPHY 


Winston Building * WAlnut 2-2968 
1010 Arch Street + Philadelphia 7, Pa. 
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°WITH YOUNG 
CHARLE ‘NORTH 


MUrray Hill 6-5740 


381 FOURTH AVENUE-NEW YORK 16 


for precise work - 


the NORedge for close work - - Satliaie 
steel drawing board edges 


for data check with your dealer or write 
chicego,11 


J GIRLS 


for STOCK PHOTOS 
your first call is to— 


Photo-library 


19 East 57 Street N Y 2 PL 3-3112 


what’s new 


REEL STORYBOARDS. Storyboards for TV 
and movies are now available in reel 
form. A dispenser box contains a roll 
of 100 perforated sheets (4 x 914) which 
may be unreeled from right to left. 
Sheets are “Ad-Art” visualizing paper 
with a TV screen design for drawings 
of each scene. Half of the sheet is de- 
voted to copy for audio with provision 
for scene numbers. Perforations allow 
deletions or transpositions. The Fold-O- 
Folio holds an entire reel after comple- 
tion. For additional information: Bien- 
fang Paper Co., Inc., Metuchen, N. J. 


ELECTRONIC FLASH UNIT. Limelite “Go” is 
a new self-contained, lightweight (less 
than four pounds) electronic photo flash 
unit. It has a daylight color guide of 57, 
recycling time of four seconds and a 
1/750th of a second flash. Batteries are 
contained within the unit. Brackets are 
provided for mounting onto camera. 
For descriptive literature, write Lime- 
lite Corp., 6040 West Jefferson Blvd., 
Los Angeles 16, Calif. . 


COPY CORRECTION FLUID. Snopake is a new 
correction fluid for typists preparing 
copy for offset and other photographic 
reproduction. The fluid is painted over 
the error and may be typed or drawn 
on again. It also eliminates opaquing on 
film negatives usually required in the 
area of cut-out corrections. A bottle of 
Snopake may be obtained free from 
Fototype Inc., 1417 W. Roscoe Street, 
Chicago 13. 


SWIPE FILES. Back issues of Clipper can 
be purchased at $2.95 per copy or less 
when bought in quantity. Clipper is a 
swipe file periodical in which art, let- 
tering, cartoons and drawings have been 
collected from syndicated sources. It is 
published monthly. For additional in- 
formation and sample copy, write Multi- 
Ad Services Inc., 100 Walnut St., Peoria, 
Ill. 


DRAWING TABLES. A new series of Senior 
Adjustable Drawing Tables has been 
announced by Fredrix. They have built- 
in counter-sunk straight edges at either 
end of the drawing boards. Made of 
hard wood, they are available in three 
sizes: 23 X 31, 24 x 36, 31 x 42. Descrip- 
tive literature may be obtained from 
E. H. & A. C. Friedrichs Co., 140 Sulli- 


ADD - A-TYPE 


— THE EASY WAY TO SET 
YOUR OWN TYPE HEADINGS! 


1. Draw a guide line on your artwork 
with a Lp blue pencil. Score around 
bottom guide line with razor 


2. Place letter in position on copy so 
that black guide line registers with 
ape blue line. When complete word is 
in position rub the type down to 
make it adhere. Cut off black gu 
lines and your copy is ready! 
Add-A-Type offers over 300 type faces, 
arrows, symbols, etc. on self-adhering 
transparent plastic sheets. 


only 85¢ per full sheet 


Write on your letterhead for Add-A- 
Type catalogue showing complete line. 


a product of 
America’s largest Art Supply Center 


ARTHUR BROWN & BRO., INC. 
2 W. 46th St., New York 36, N. Y. 


16 west 45 street, new york 19, n.y. 
photo retouching and advertising art 
leonard forray 


PRESIDENT 


mu 7-4150 


Pop 


a@ new servi 2 
for photographe 3 


115 East 34 Stre t 
New Ye «. 
ORegon 9-46: 5 


van St., New York 12. 


FOR BRILLIANT INTENSE TONES 
DR PH MARTINS 


RADIANT CONCENTRATED COLORS 
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NEW NIKON TELPHOTO LENS. A new Nikkor 
250mm telephoto lens with mirror re- 
flex housing has been designed for use 
with all Nikon cameras. It has an 
aperture of f4 and stops down to fg2. 
Image magnification is 5x that obtained 
from the standard 50mm lens. Distance 
scale is calibrated from 10 feet to in- 
finity. Its price is $324. For further in- 
formation write to Nikon Inc., Att: J. C. 
Abbott, 277 Fifth Ave., NYC 16. 


MAGNACOLOR. This is described as a 
process for producing multicolor work 
at low art and production costs. For a 
multicolor job only two plates are re- 
quired—one for black and white and 
the other for all the colors. This is 
done with a split fountain technique. 
For examples and information, write 
Turck & Reinfeld Inc., 175 Varick St., 
New York 14, N. Y. 


LETTERING INSTRUMENT. The Super Vari- 
graph Lettering Instrument cuts finished 
lettering onto silkscreen film, frisket 
paper or patterned acetate sheets. By 
means of a new pen attachment letter- 
ing can be filled in in black and white 
and full color. Many sizes and shapes 
of lettering from 1th inch to 2 inches 
may be produced from one master al- 
phabet. Additional description is ob- 
tainable from the Varigraph Co. Inc., 
Madison 1, Wis. 


PHOTOSENSITIVE CANVAS. Art-Aid is a new 
photosensitive Canvasette material upon 
which is projected an image the artist 
wishes to paint. The copy may be any 
photograph, drawing, thumbnail sketch 
or reproduction. The canvas material 
may be painted with oils or casein; its 
area is 8 x 10 with additional sizes 
up to go x 40. For further information, 
contact Towne Studios, 214 W. Main 
‘t., Somerville, N. J. 


fELE-VISIBLE FIELD PADS. Standard field 
izes and uniform TV screen propor- 
‘ions are provided on Tele-Visible draw- 
ag pads. It permits the artist who is 
‘nfamiliar with television screen dimen- 
‘ons to prepare artwork accurately pro- 
»ortioned. Pads are available in 11 x 14” 
or 10 inch*fields, 14 x 17” for 14” fields 
end 18 x 24” for 18 inch fields. 

They are available from The Bienfang 
iaper Co. Inc., Metuchen, N. J. 


PHILMAC TYPE SHOWINGS. Booklet shows 
all the type faces available at Philmac 

= 318 W. 39 St., New York 
8, N. ¥ 
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EKTACHROME 
DUPLICATE 


in all sizes any 
Here at Kurshan & Lang 


controlling color is a highly type of flat artwork or film 
specialized art. Duplicating to exact scaling for perfect 


Transparencies better and 
faster is but one of the many graver's composites. Color 


miracles performed in this corrected and balanced to sat- 
complete color workshop. isfy the most critical color 


Other services include: advertiser, A P M. 


EKTACHROME PROCESSING FREE! Get ait the first hand tacts on Us 
e@ DYE TRANSFER CARBRO ices. 
Color Prints for Reproduction 
@ FLEXICHROME MATRICES 
MASKING e@ PRINTON SLIDES 


Kurshan AO 46 St.,N. Y. 17, MU 7-2595 


murray hill 6-2068 
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USE IT AS A WATER COLOR! 

USE IT AS AN OPAQUE — 
EXTRA BRILLIANT! SMOOTHER! 
MATTE FINISH! PERMANENT! 


SUPERIOR IN COVERING POWER! 


IT’S A FINE ARTS’ COLOR! 
IT’S A DESIGNERS’ COLOR! 
IT’S AN ILLUSTRATORS’ COLOR! 
IT’S A COMMERCIAL ART COLOR! 


IT’S THE ALL-ROUND COLOR! 


sur Favorite Dealer 


TALENS & SON, INC. 


UNION, NEW JERSEY 
MURDOCK 6-5383 


trade talk 


ART DIRECTION CHICAGO: Harold 
Jensen. head art 
director of Tatham-Laird, named treasurer 
of the agency . . . Earl Westrom. formerly 
AD at Holmes & Sherry, to E. H. Brown Ad- 
vertising . . . Leslie W. Meyers. art director 
of William Hart Adler, appointed a v.p.... 
Robert Dunn, formerly with Sandberg-Dunn, 
Kansas City, to AD at Western Advertising 
Agency . . . Robert Forbes, formerly AD at 
Hanson & Hanson, has joined the art depart- 
ment of Clinton E. Frank, Inc. . .. Wayne H. 
Gallagher has been appointed art director 
and production manager of publications for 
the Adult Education Association of the U.S.A. 
Magazines are Adult Leadership and Adult 
Education. Was formerly designer with War- 
ren Whetherell Studios . . . CLEVELAND: 
Lawrence L. Gray to AD at McCann-Erickson 
. DAVENPORT, Iowa: Edward F. Kuehner, 
Jr.. to assistant AD at Warren-Litzenberger; 
was with L. W. Ramsey Advertising . 
DETROIT: Robert E. Wilson. formerly with 
Maxon, Inc., now AD at Ruthrauff & Ryan 
. NEW YORK: Suren Ermoyan. formerly 
with Ruthrauff & Ryan, to Lennen & Newell 


as AD and v.p. .. . Benton & Bowles AD 


Ed Witalis’ daughter was featured on the 
cover of This Week Magazine recently ... 
Budd Hemmick, William Reinecke and Gerard 
Guarch were chosen vice presidents at 
Kenyon & Eckhardt. . . Irving Margulies was 
named art director of Daniel & Charles; was 
formerly with Mervin & Jesse Levine .. . 
Maurice Umans promoted to creative director 
at Paris & Peart; Michael Matera, Bob Reed 
and Don Torrone appointed associate ADs 

. Sol Hyman named head art director and 
administrative head of the art department, 
Biow-Beirn-Toigo . . . Alfred M. Simon from 
Van Valkenborgh, Nooger & Nelville to 
Michael Newmark as AD . . . Kernig Thoma- 
sian, formerly assistant AD at William H. 
Weintraub, now AD, Ovesey, Berlow & 
Straus . . . Charles G. Weber. formerly asso- 
ciate art director at Ellington & Co., now 
executive v.p. and AD, Philip Greenhow 
Associates . . . Gerald D. Bender named art 
director at Hodes-Daniel Co. . . . Howerd 
Wilcox, following the policy of Cunningham 
&° Walsh, had his turn seliing newspapers 
recently . . . Ralph J. Finch is now art direc- 
tor of The American Weekly; he was assist- 
ant AD. . . William McK. Spierer from Met- 
ropolitan Sunday Newspapers to AD at 
Fuller & Smith & Ross. . Allen F. Hurlburt, 
Look AD, spoke at the April meeting of 
Gamma Chapter, Gamma Epsilon Tau at 
N. Y. City Community College of Applied 
Arts & Sciences . . . Dolph Sherwin named 
AD of Gimbels succeeding Rufus Bastian. 
who resigned. Sherwin was recently TV-AD 
at Wm. Weintraub and previously AD at 
Kresge’s Newark, and L. Bamberger Co... . 


SERVICE 
DEPENDABILITY 
UNLIMITED PRINT SIZE 


SAVE TIME WITH 
THE RIGHT PRINT 


TECH PHOTO LABS. 


14 EAST 39th ST. N_Y.C. + MU 3-5052 


COLOR RETOUCHING 


FLEXICHROMES 


GEORGE E. WILDNER 


MURRAY 3-534) 


RETOUCHING 


58 W - 57 ST-NY.C. 


Ci-6-4894 | 
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faurice Murray. formerly with Fawcett Pub., 
> Berkley Publications as AD... 


ART & DESIGN CHICAGO: John H. 

Wells & Associates 
| as moved to larger quarters at 75 E. Wacker 
... Orin Pederson, formerly with West- 
em Advertising Agency, opened his own 
s udio at 225 North Wabash Ave... . James 
}»seph has joined the art department of 
Froebsting, Taylor Inc.; was formerly with 
{wan Studio . . . Nugent-Williams Studios 
Ine. is new name of Nugent Studios, ad art 
cad photo studio at 869 N. Dearborn St., rec- 
© gnizing both principals, Richard H. Nugent 
cad J. Russell Williams. Seven years old, 
ine studio has a 23-man staff and reps 10 
illustrators, artists and photographers .. . 
News from Bundy-Freiday Studio: John India 
joined the staff as sales rep; John Abbott to 
the production department; Wally Wencel. 
letterer, has joined the staff; Tom Burke pro- 
moted to assistant art and production direc- 
tor; Ted Carr and Hank Freiday won awards 
in the 9th Annual Chicago Artists Guild 
Commercial Art Show . . . Frank Hopper 
added to illustration staff of Bieleféld Studios 
... Ernest A. Spuehler, package and design 
consultant, and Lyndall Dunn, wild life illus- 
trator, now repped by Bundy-Freiday Studio 
. . . New members of The Cartoonists staff: 
Al Grad, Jill Jackman. Nick Sciurba. Jeannie 
Vartanian, Fred Lessing and John Solanz.. . 
Dick Lewis Studios has added Marguerite 
“Pete” Miller, who specializes in design il- 
lustration and cartoons . . . Illustrator Dick 
Locher has rejoined the staff of Feldkamp- 
Malloy . . . Ray Bianchi joined the staff of 
Jack Kapes & Associates . . . Slater-Rost Stu- 
dios has added Robert Eddy. formerly AD for 
F C & B, and Arthur Anderson. industrial 
illustrator .. . NEW YORK: Fannon & Sandak 
has opened at 580 Fifth Ave. by James Fan- 
non and Harold and Victor Sandak, Mel 
Unger is AD .. . The Zelenkos, consultant 
designers and illustrators, have opened their 
studio at 450 E. 63 St., TE 2-8440. Harry was 
associate AD at Wm. Douglas McAdams; he 
hes won several NYAD Show medals and 
three awards in the 1955 AIGA Printing for 
Commerce Show . . . New Directions, adver- 
ting personnel placement agency, has 
m ved to 369 Lexington Ave. .. . members 
o! the Society of Ilustrators had the pleasure 
of looking at themselves last month—with 
se.{ portraits done just for the fun of it... 
Walter Austerer moved to 90 W. 44 St. to 
larger quarters . . . Leo Stahl. formerly of 
112 W. 48 St,,°now in new quarters in the 
penthouse of 6 W. 48 St., JUdson 2-3755-6-7; 
presentations are a specialty ... Charles 
Ecri, 560 Fifth Ave., designer, is sending a 
se'ies of mailing pieces showing figure of 
a Mayan idol with a nail imbedded in the 
be iy—in each mailing another nail will be 
acded . . . Seymour Nydorf, designer and 
hv morous illustrator, now being repped by 
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With arms flung wide 

Mister S proudly describes 

his vastly enlarged occupancy. 
New equipment and processes 
further extend his scope 

and ability to serve you. 


PRODUCTION SERVICES 
FOR SALES PROMOTION 


Sales Kits * Loose Leaf Binders 
Catalog Covers @ Spiral © Plastic 
Easels * Bookbinding * Presentations 
Mounting * Merchandise Displays 


120 W. 50th St. New York N Y PL 7.5090 


helen 


201 EA . ST. N.Y. 16 MU 7-2839 
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Paul Sherry Studios .. . First prize in the 
A. L Friedman second “Fill-in-Fun” contest 
went to Rita Carper of Indianapolis .. . 
Harold J. Vanderhyde has become an asso- 
ciate with title of director of design at Nes- 
bitt Associates . . . April issue of Made- 
moiselle (AD: Bradbury Thompson) features a 
portion of a Japanese novel with illustra- 
tions by Kenzo Okada, leading Japanese ar- 
tist, whose work is on display currently at 
Betty Parsons Gallery . . . OMAHA: John 
Andrews, agricultural artist, has moved to 
his new studio at 7265 No. Ridge Drive... 
PHILADELPHIA: Daniel J. Morris has been 
appointed to the packaging design depart- 
ment, Publicker Industries Inc.; was formerly 
with Container Corp. . . . ROME: Pietro 
Lazzari will conduct a summer school of 
Mural Painting in Rome, Italy—May through 
August. For information write: Pietro Lazzari, 
Summer School of Mural Painting in Rome, 
3609 Albemarle St. N.W., Washington 8, D.C. 


AGENCIES Vogue Advertising moved 

to expanded quarters at 29 
E. 19 St., NYC 10, GR 5-6655; Irving Boker is 
principal . . . St. Georges & Keyes moved to 
larger quarters at 250 Park Ave., NYC... 
Sam Chernow agency and Lester Harrison 
Inc. have combined under the Harrison name 
... Esmond Associates, Ltd., Ray-Hirsch Co. 
Inc. have merged as Esmond, Hirsch & Asso- 
ciates Inc. at 10 E. 40 St.. NYC... Street & 
Finney from 76 Ninth Ave. to 45 W. 45 St., 
NYC .. . Hoffman Advertising from 118 E. 
40 St. to 370 Lexington Ave. .. . Fred Gardner 
moved to larger offices at 50 E 42 St.... 
Dickie-Raymond, Inc, direct mail advertising, 
has opened a third office at 109 Church St., 
New Haven, Conn. . . . Media Advertising 
Service has moved to 152 W. 42 St... 
Sullivan, Stauffer. Colwell & Bayles now at 
477 Madison Ave .. . Young & Rubicam have 
moved the public relations and publicity 
dept. from 285 Madison to 41 E. 42 St.... 
Feinberg & Glass Advertising from 816 Land 
Title Bldg. to 211 S. 17 St., Phila. .. . J. How- 
ard Allison & Co. now at 680 W. Peachtree 
St., N.W., Atlanta . . . Evansville Printing 
Corp. has reorganized its C.& P. Advertising 
Agency into General Advertising Associates, 
a general agency providing service in all 
media . . . Revere Advertising from 69 W. 
Washington St. to 77 W. Washington St., 
Chicago . . . Robertson Potter Co, Chicago, 
now at 20 N. Wacker Drive... 


has moved into its own building at 1507 
Tenth St. . . . Elwood Enke Advertising from 
1539 N.W. 19 Ave. to Pacific Bldg., Portland, 


at 127 Montgomery St., 
Blitz Advertising. Seattle, has moved to 1056 
4th Ave. S. 


PICTURES 


Box 237A Huntington Station 
Long Island, NY. 
Huntington 4-8260 
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EHS AC. FRIEDRICHS CO 
PHONE FOR PROMPT SERVICE 
ort for advertici | 
af Hecht & O’Connor Inc. has changed its name ; | 
to The John Marshall Ziv Co... . John A. 
Gi ch rl st Rolins Advertising Agency. Modesto, Cal., “Ralph Marke Color Lak 
e Dye Transfer 
er Ore. . . . Frederick Seld Advertising and Gehan 
Ralph Cahn Advertising have merged to ee eS 
COMPANY form Frederick Seid-Ralph Cahn Advertising ws % 
344 East 49 EL 55-6740 
307 CURTE BLDG. OfTROIT 
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LABORATORY 
149 WEST S4th STREET 
Circle 7-1747 


lyun studios - advertising artists 


343 lexington ave. + lexington 2-6533 
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ARTISTS & DRAWING. M 
19 Eighth Avenue * New | 


CIRCLE 6-6350 


%4 lexington ave. new york 22, n.y. 
plaza 5 - 8954 
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ADVERTISING Paul S. Twichell. for- 
PROMOTION merly director of the 

Division of State Pub- 
licity, New York State Department of Com- 
merce, has joined Dave Fris Advertising as 
assistant to the president ... Mervia A. 
Elliott to merchandising manager and David 
Ketner to advertising director of the Interna- 
tional Latex Corp. . . . Daniel H. Woodward 
Jr.. previously with Cone Mills Inc., now 
director of advertising and sales promotion, 
New York Stock Exchange . . . John E. Sperzel 
to director of advertising and sales promo- 
tion, Consolidated Cigar Sales Co. . . . Mark 
Pinkerman upped to vice president in charge 
of advertising and public relations, Reich- 
hold Chemicals Inc., White Plains, N. Y.... 
Burlington Mills appointed Paul Geden AM 
. . » Marvin Davis to ad director of retail 
division, I. Miller & Sons . . . William M. 
Pomeroy appointed ad and sales promotion 
manager of American Enka Corp. . . . James 
Stienke, formerly with Ross Roy Inc., now 
AM and SPM, Peninsular Distributing Co., 
Detroit . . . Duquesne Brewing Co., Pitts- 
burgh, appointed V. I. Maitland executive 
director of advertising and public relations 
. . . Jack E. Schlegel named housewares 
SPM of Ekco Products Co., Chicago .. . John 
S. Coerne to director of advertising and pub- 
lic relations, Reddi-Wip, L A....S. & W. 
Fine Foods, San Francisco, appointed Joseph 
L. Brotherton AM and SPM .. . Robert L 
Angelus to manager of merchandising and 
advertising, O-Cel-O division, General Mills 
Inc., Buffalo . . . Donald M. Epstein now 
sales promotion manager at Rice-Stix, Inc., 
St. Louis . . . Robert S. Adams, formerly AM, 
upped to vice president for advertising in 
charge of sales promotion, publicity and ad- 
vertising, Towle Silversmiths, Newburyport, 
Mass. . . . Henry Dorff. formerly v.p. and ad 
director, Gruen Watch Co., now v.p. in 
charge of advertising, Hartmann Luggage 
Co., Racine, Wisc. . . . Burton R. Durkee to 
director of advertising and merchandising, 
Chrysler division, Chrysler Corp., Detroit... 
Studebaker named Frank W. Noble AM; was 
with Ford Motor . . . Leonard Krick now di- 
rector of advertising and sales promotion, 
Double-Cola Co., Chattanooga, Tenn... . 
Robert W. Lenski now manager of adver- 
tising and sales promotion . . . American 
Brewery of Baltimore appointed William H. 
Shriver director of advertising . . . Howard 
W. James now manager of marketing at 
Flexible Tubing Corp., Guilford, Conn... . 
Earl W. Johnson named manager of field 
promotion for Martin-Senour Paint Co., Chi- 
cago... 


ACCOUNTS Cantrell & Cochrane Corp. 

to Cunningham & Walsh 
. . . Passenger and air freight services of 
American Airlines to Lennen & Newell .. . 
Schenley Distillers’ Ancient Age bourbons 
and James E. Pepper whiskeys to Doyle, 
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A very nice neighborhood 


When asked how many studios he con- 
sidered really top-notch, a prominent 
Art Director recently replied: ‘‘Well, 
almost all of them have talent to offer. 
But I would say that in the neighbor- 
hood of a dozen give really dependable 
service around the clock.’”’ 


That’s a very nice and select neigh- 


borhood, and we’re glad to be in it. 
We aim to stay there, too. 


Call Tosca for fine, fast service 


TOSCA STUDIOS 
Art and Photography 
41 East 42nd Street 

MU 77-2172 


we hear 

a graphic 

language 

at maurer 


studios 
plaza 7-5166 


COLOR PRINTS 
Inexpensive machine run dye transfer 
prints—Fast service—Accurate color 
reproductions from artwork, direct 
separations or transparencies. Any 
quantity from 10 to 1000. Immediate 
service thru local representatives. 
SKOKIE COLORGRAPH CO., INC. 
Grove, Illinois 
Chicago Phone ORchard 3-7610 
New York Phone MUrray Hill 2-0143 


Kurt H. Volk, Inc. 
TYPOGRAPHERS 
228 East 45th Street 
New York 17,N.Y. 


trade talk 


Dane & Bernbach . . . Hudnut Sales Co. t 
Al Paul Lefton . . . Minute Maid Corp., Snov. 
Crop division, to Ted Bates . . . Harriet Hub 
bard Ayer to Lester Harrison . . . Interna 
tional Shoe Co., Sundial Shoe Co. division 
to James Thomas Chirug . . . Chicago Tribune 
account to FC&B ... P. Ballantine & Son: 
switched to J.W.T. .. Pullman Ine. to Fulle 
& Smith & Ross . . . Ringling Brothers, Barnur. 
& Bailey now with Monroe Greenthal Co... 
American Cyanamid Co., organic chemical: 
division, dyestuff dept., to Ben Sackheim . . 
Sharp & Dohme Cenadian advertising wil 
be handled by McKim Adv., Toronto . . . The 
New Yorker magazine to Anderson & Cairn: 
. . » Kenwood Mills to J. M. Mathes . . 
Aluminum Co. of America to Ketchum Mac 
Leod & Grove Inc, Pittsburgh . . . 


CAMPAIGNS Those Tru-Balance ad: 
for Scandale ("'I feel I've 
Got Nothing on When I'm in a Scandale” 
will continue with variations in fashion mag 
azines and the N. Y. Times Sunday Maga- 
zine. Mile. Scandale will strike new poses 
with new merchandise. Two colors and the 
French coquette sketch will continue . . 
Anderson & Cairns is handling advertising 
and public relations for the Leathergoods 
Export Group of England which will run a 
10-day show at New York's Plaza Hotel June 
15-24 . . . Those Dommoor ads for boys 
clothes will continue with same theme for 
the third year. Copy, illustrated with natural 
photography, leans on child psychology. 
Subjects treated informally include “teen age 
problems,” role of mothers, Spring fever, 
juvenile curiosity and restlessness. Via Zlowe 
Co. . . . Noma Spray division of Noma Lites, 
Inc. plans a national campaign in major pub- 
lications for new complete underground lawn 
sprinkler system. Drive started in April vic 
Charles Anthony Gross Advertising Agency 
Miami . . . Facit, Swedish business machin» 
distributor, is tripling its ad and promotion 
budgets for coming year. Agency is Ande 
son & Cairns . . . Hardware Week. Apr. 
15-24, was backed by the biggest ad an 
promotion program ever scheduled by th 
industry, including 43 consecutive pages i. 
the April 16 SEP . . . J & B Scotch upping i» 
budget, via E. T. Howard Co. Copy ther 
will feature Charles Dickens . . . large ' 
drive ever is set for Buxton billfolds v': 
Doyle, Dane, Bernbach . . . applying s ! 
goods thinking to hardgoods, Alfred J. Silbe - 
stein, Bert Goldsmith Inc., will use fashi: 1 
approach to non-fashion accounts (auto ° - 
dustry has been doing that with 1955 mods 
stressing color, style, design, interiors, e! 
. . . Saturation level newspaper drives n 
on for Eversharp writing instruments c 
shavers. Will keep peak pace through Aug! 
. . . Royal Typewriter offering its standc 
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trade talk 


office machines in variety of colors ... 
Barcalo Manufacturing Co.. Buffalo, stepping 
up national space for its BarcaLounger chair 
.. . American Chicle will shortly introduce 
chewing gum to relieve heartburn and in- 
digestion . . . for the first time, Canada Dry 
is pushing its whole line in ads instead of 
just one product .. . TWA spending over 
$1,000,000 to introduce new fleet of 20 Super- 
G Constellations. Agency is BBDO ... 
Schenley Import Co. is stepping up promo- 
tion for Cherry Heering . . . Lurex, metallic 
cloth of the Dobeckmun Co., is boosting its 
ad budget 20%, via Anderson & Cairns . 
“The Fair On Union Square” is new store 
on old site of New York's Ohrbach’s. Will 
be a department store with competing lines 
and will spend about $600,000 in first year’s 
promotion. Agency is Doyle, Dane, Bernbach 
. . . Daystrom Furniture Corp. is stepping up 
from single pages to color spreads in home 
magazines, through N. W. Ayer. . . tinted 
automobile tires are being introduced by 
U. S. Rubber. This will increase the influence 
of women in choice of tires. Pioneer work in 
developing and selecting three initial colors 
was done by a woman tire development en- 
gineer, Maria Gottschall . . . 


PHOTOGRAPHY Jack Ward Color 

Service moved from 
694 Third Avenue to 202 E. 44 St., New York, 
same phone (MU 7-1396); space more than 
doubles with a modern lab and plans for 
expanding services . . . Color Corporation of 
America has opened a New York office at 
270 Park Ave., EL 5-2762; operation will be 
under Joseph H. Snyder. CCA president, and 
Irving J. Newman. Home office is in Tampa 
. . . Photographer Gene Friduss now being 
repped by Robert Gordon, New York... 
New York photographer Albert Gommi has 
moved to larger quarters at 305 E. 47 St., 
EL 5-7650. New studio now has 5500 sq. ft. 
with three main shooting areas, two com- 
plete kitchen studios and one illustration 
ctudio. Paul Guzzone, art and photography 
representative, has joined the staff... E. 
lacoby from 155 E. 39 St. to 143 W. 54 St., 
New York . . . Jerry Burn, formerly with 
arkas Studios, now with Leigh Charell, 2 
NV. 37 St., New York ... Wayne Miller 
adged the recent photo competition at the 
‘illage Camera Club . . . Dr. Julain H Webb, 
issociate head of the physics division of 
“odak Research Laboratories, received the 
954 Progress Medal of the Royal Photo- 
staphic Society of Great Britain .. . Henry 
ties has a one-man show of his photographs 
it the Overseas Press Club of America last 
aonth . . . Cameraman of Brand Studios, 
cincinnati, took seven major awards in two 
state contests recently: Ohio Professional 
‘hotographers Association and the Kentucky 
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In all America we guarantee 


Only Jack Ward’s New Processing Technique Gives 


WHITER 
CRISPER, TRUER COLOR 


in Ektachrome Transparencies! 


Exclusive Technique . . . gives supe- 
rior original and duplicate trans- 
parencies... Makes color separation 
easier. 


Save on engraving costs .. . whiter 
whites, crisper color mean less man 
hours of negative handling and 
plate finishing! ‘ 


Compare and see results you never 
before thought possible. 


Same Day Service... Overnight Service ... Mid-town Pickup and Delivery 


JACK WARD. service 


202 EAST 44 STREET, NEW YORK 17, N. Y. . CALL MU 7-1396 


we think a graphic language 
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6 SNIMIWM AZINYLIS 


Use a Mask-O-Neg 
Screen Print* 


Cut engraving costs — whether 
it is for publications or for offset 
catalog work — and yet main- 
tain the sharpness and quality 
of illustration. Use a Mask-O- 
Neg Screen Print*, and see what 
your mechanical looks like BE- 
FORE reproduction. Minimum 


charge. 
Call Miss Platt, CAnal 6-8440 


157 Spring St., New York 12 


*Veiex 
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TELEVISION Clark Agnew. TV AD of 
Lennen & Newell, has 
been named a member of the Advertising 
Committee for the Multiple Sclerosis Fund 
Drive . . . Fre Freeland has rejoined Kling 
Film Productions as a director; Marvin Lood 
has been named assistant director and Jim 
O'Riley has been promoted to director . . 
Walter Lowendahl, exec. VP of Transfilm, 
has been named president of the Film Pro- 
ducers Assn. of New York . . . Robert A. 
Klein, formerly with Jules Goldstone & Co., 
is now director of TV production, Hollywood 
office, Fairfax, Inc. . . . Frank R. Lowe, pre- 
viously with the radio-TV dept., Benton & 
Bowles, has joined the radio-TV dept. of 
Anderson & Cairns, New York .. . Stanley 
Soderberg to manager of TV productions, 
Pacific National Advertising, Spokane .. . 
Louis G. Bissell Jr. now radio and TV direc- 
tor of Reach, Yates & Mattoon Inc. ... Mal 
Thompson to BBD&O as a TV producer... 


PRODUCTION Julius Greenberger 


named production man- 
ager at Hirshon-Garfield, New York .. . 
James R. Dwyer now production manager, 
Woodward & Byron, Westport, Conn... . 
Frank Thorne to PM and technical writer, 
Darwin H. Clark Co., Los Angeles . . . Clar- 
ence Epstean, president of Walker Engraving 
Corp., has retired; Sidney Goddin succeeds 


TYPOGRAPHY Hortense Mendel and 


Robert L. Leslie of The 
Composing Room accompanied an informal 
group interested in typography to Boston 
for a weekend during which they delved 
into manuscripts at the various museums and 
libraries there. 


EXHIBITIONS Carnegie Endowment 

for International Peace 
(New York): through May 20, exhibition of 
Nigerian Art and Culture... C & 1 Art 
School: through May 20, original drawings 
by United Production of America... A. L 
Friedman Inc. (New York): May, drawings 
and lettering by Alexander Nesbitt; June, 
humorous illustrations and line drawings, 
Lita Scheel . . . Museum of Modern Art: 
through May 22, New Talent Exhibition, ar- 
tists who have not yet had their first one- 
man show; through June 12, Textiles and 
Ornamental Arts of India; throughout the 
summer, the Japanese Exhibition House is 
open to the public; May 11-Aug. 7, The New 
Decade: 22 European Painters and Sculptors 
(concurrent with the Whitney’s 35 American 
Painters and Sculptors); May 25-Sept. 5, 
Paintings from Private Collections ... New 


TODAY’S 
BEST 
techniques, 
ideas— 
and how to 
USE them 


ADVERTISING 


LAYOUT 


Shows hew top advertising artists create 
successful, result-getting layouts. Up-to- 
the-minute ideas and approaches for 
newspaper, magazine, direct mail, poster, 
and TV layouts. Complete instructions— 
from basic rules to high fashion’ tech- 
nique—supplemented with 100 finished 
and unfinished layouts by leading pro- 
fessionals. Many clarifying marginal 
sketches. 10” x 125%". More than 150 
illustrations; 4 pages in color. $6.50 


“Shows how to create ad layouts that 
make people stop, look, and read.” 
— Art Director and Studio News 
“An authoritative, yet lively and imagin- 
ative approach to layout designing.” 
— Advertising Requirements 


Order direct from Dept. AD-2: 


THE RONALD PRESS COMPANY 


15 East 26th Street, New York 10 


COLOR RETOUCHING 


FLEXICHROMES 


GEORGE E. WILDNER 


5 


FREE CATALOG! 


NOW AVAILABLE! 


The most complete catalog of its kind ever 
published! Artists’ Supplies, Silk Screen and 
Sign Supplies—Thousands of items listed! 
Request must be on your compo ny letterhead. 
Write to Dept. AD-5 


THE OHIO ART MATERIALS CO 


eh 415 O} 


EXTACHROME RETOUCHING 


COLOR 


58 WEST 57th ST., W.Y.C. 6-8712-3 
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676 North St. Clair Street, Chicago 11, Illinois—telephone Whitehall 4-3340 


IN CHICAGO 
Bob Addison 
Andy Aldridge 

Ed Augustiny 
Sally Charlton 

id James Baker 
William Baker 
Reno Biondi 

Ben Denison 

Bart Jerner 
George Hussar 
Richard Kenyon 
Carl Kock 

Arnie Kohn 

Lucia 

Charles MacMurray 
Lad Novotny 

Bill Randall 

Bill Reider 

Bill Swatkoski 
Dan Toigo 


CONTACT 
Frank DeCicco 
Phil Davis 
Richard Damisch 
Vince Salerno 
Don Hurd 

Russ Henriquez 
John Fannon 


IN NEW YORK 
Frederic Varady 
Milton Wolsky 
Stan Ekman 

Earl Cordrey 
John Floherty, Jr. 
Ken Riley 
George Kanelous 
Bob Hilbert 
Harvey Kidder 
Sal Capalbi 

Gus Heinze 

John Fernie 
Herb McClure 
Wesly Balz 


CONTACT 
Barry Stephens 
Albert Sirianni 
Robert Hartline 


IN LOS ANGELES 


Pete DeCicco 
Lawrence Eddie 
Howie Forsberg 

Arnold Fujita 

Harry Garo 

Al Getz 

Lorenzo Ghiglieri 
Morgan Henninger 
Sam Pirolo 

Fritz Willis 
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PASTE-UPS UNLIMITED 
200 W. 58 ST., N.Y.C. 
COLUMBUS 5-8688 
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York Public Library: through June, The Hu. 
man Face—Five Centuries of Portraits from 
Durer to Chagall, prints . . . Philadelphia Art 
Alliance: through May 31, Helen L. Roberts, 
oils; through May 22, Marion M. Cohee, oils 
and water colors; through June 5, Joseph D. 
Acton, Bret Carberry—weavings, William D. 
Parry—ceramics, Richard H. Reinhardt—jew- 
elry, Lee G. B. Haslam—silver; through May 
22, Richard A. Florsheim, prints; Donald Ris- 
ley, Aristides P. Stamus, Erna Stenzler, sculp- 
ture; May 25-June 5, American Institute of 


Architects. 
DEATHS Miss Camilla Koffler, whose 
professional name is Ylla, was 
killed in a jeep accident in New Delhi. She 
was a photographer of wildlife and had a 
studio at 200 W. 57 Street, New York. At 
the time of the accident, she was photo- 
graphing animals as guest of the Maharaja 
of Bharatpur . . . Nicholas de Stael, an out- 
standing contributor to the contemporary 
French school of abstract art, died in Antibes 
at the age of 41 . . . William Robinson Leigh, 
called the last of the great painters of the 
American West, died at the age of 88. He 
was the founder of the Allied Artists of 
America. 


416076 . . . one of the tmousonds of our stock pictures 
for $15, with $5 off If you use our credit line. 


for stock pictures, set your course for 


UNDERWOOD & UNDERWOOD 


ILLUSTRATION STUDIOS INC. 


Send $1.00 for 9th Edition Catalog to 
319 E. 44, New York 17, 646M. Mi Chicage 11 
Tel. mu Tel. 


Milton Zolotow, now represented by the 
Fred Kopp Advertising Art Studio of 
Los Angeles, has been active as an ex- 
hibiting painter, printmaker and, since 
settling on the West Coast five years ago, 
agency art director and free-lance de- 
signer. 

Born in New York, set into motion 
by the war he arrived in Los Angeles 
after a post war interlude of painting 
in Mexico City. 

He studied at the Art Students League 
of N. Y. and the School of Painting and 
Sculpture in Mexico. His work has been 
exhibited in galleries in New York, Los 
Angeles, and in Mexico City and he 
won awards in the 1953 shows of the 
New York and Los Angeles Art Direc- 
tors Clubs. 


MY. 19 


PLANTS 
630 FIFTH AVE 


299 MADISON AVE 
241 EAST 44th 5 
7 EAST 47th ST 
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AMERICAN BLUEPRINTCO.« 


7 EAST 47TH STREET-PLAZA I-2240 -NEW YORK 


Bodoni, Century, Futura — 


It’s not only the type face... 
but the way it’s handled 
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booknotes 


AN INTRODUCTION TO ETRUSCAN ART by P. J. 
Riis Philosophical Library. $10.00. 

In this scholarly analysis of Etruscan art 
of ‘he last six centuries B.C., Professor 
Rii. examines the interchange of influ- 
ences in Greek, Roman and Etruscan 
art. He describes the development of 
the distinctive Etruscan art forms and 
illustrates them with 123 photographs 
of :culpture, painting, ceramics and ar- 
chiiecture. They are keyed to the text, 
wh ch comprises the first 144 pages of 
the book. An extensive bibliography is 
given after each chapter and there is a 
complete index. 


KITTENS by Christopher Bryan. Studio-Crowell. 
$2.95. 

A collection of photographic studies of 
kittens, all kinds of kittens. There are 
action shots, closeups and group pic- 
tures. Most of the photos are black and 
white, with two full color panels. 


visual symbols 
(continued from page 18) 


left fallow in their nonsense state. Fur- 
ther, the meaning assigned to one is not 
chaotic, but relates to the sound and 
appearance of the syllable, to the words 
it resembles (and hence to their sym- 
bolic impact!). 

Back to advertising, the objects and 

situations depicted in it have meanings 
more numerous than the immediate sell- 
ing purpose. Some will be personal—will 
set off moods or feelings within the ob- 
server’s mind. Others are social—they lead 
him to expect particular sorts of people 
or interpersonal experiences, to attrib- 
ute the product to certain groups, in 
co:nparison with himself. Finally, of 
course, the symbols comment on the prod- 
uc, say something about how the manu- 
facurers feel about it, what kind of 
people they are, what kind of audience 
an. consumer they want. 
(E litor’s Note: The AD, the man con- 
trc ling visual communication in an ad- 
vetisement, publication, or sales pro- 
m: ‘ion piece, should know how the vis- 
uc: symbols he employs will affect his 
au ‘ience. Motivation research is making 
nev discoveries in this field constantly. 
Fu ure installments of this series of re- 
po ts by Social Research Inc. will review 
thse discoveries, show how the AD can 
apply them.) 
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INDUSTRIAL DESIGN IN AMERICA: 1954. Edited 
by a committee under Donald L. MacFarland. 
Farrar, Straus & Young. $12.50. 

Marking the 10th anniversary of the 
Society of Industrial Designers, there are 
beautifully photographed examples of 
modern deisgn in industry. 


JOHN SLOAN, A Painter's Life by Van Wyck 
Brooks. E. P. Dutton. $5.00. 

One of America’s distinguished authors 
has written this authoritative story of 
John Sloan’s life and work. He gives an 
interpretation of the realism of Ameri- 
can painting in the early part of the 
zoth century. 

Besides an intimate account of Sloan’s 
life told by one of his intimate friends, 
the book is also an analysis of a period 
in the shaping of American culture. 
There appear throughout the story such 
men as George Bellows, Robert Henri, 
William J. Glackens, George Luks, Ev- 
erett Shinn, Guy Péne du Bois and 
others who contributed to the develop- 
ment of a national art. 

There are several pages of black and 
white photographs of Sloan’s work. 


ART IN SCIENCE. Simon and Schuster. $6.00. 
A portfolio of 32 paintings, drawings 
and photographs from Scientific Ameri- 
can. It includes beautiful reproductions 
of the work of such artists as Stanley 
Meltzoff, Walter Murch, Ben Shahn, 
Joseph Low, David Stone Martin, Ru- 
dolph Freund, Romain Robert and 
others. Most are full color engravings. 
Prefacing the portfolio is an essay by 
Gyorgy Kepes, professor of visual de- 
sign at Massachusetts Institute of Tech- 


nology. 


THE COMPLETE AIRBRUSH BOOK. S. Ralph 
Maurello. Wm. Penn. $7.95. 
Comprehensive reference manual on the 
airbrush is packed with practical know- 
how. It is a profusely illustrated book 
with more than 400 photographs, draw- 
ings and diagrams. It provides infor- 
mation for the setting up of equipment 
and operation of the brush through its 
specialized applications in rendering 
and retouching projects. There are dem- 
onstrations of how to create flat and 
graded washes, spotlight, stipple, spat- 
ter, soft-edged effects and others. Sepa- 
rate chapters are devoted to highly spe- 
cialized applications of mechanical and 
technical illustration rendering, architec- 
tural, product design and pictorial ren- 
dering, etc. 
Book is cloth bound, 160 pages. 


Advertising Art 
1006 OLIVE ST. * ST. LOUIS, MO. 


GARFIELD 1-0932 


(continued on page 69) 


104 EAST 40th STREET + NEWYORK 16,N.Y. 


MUrray Hill 9-7952 
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bookshelf 


The AD&SN bookshelf makes it easy for readers 
to buy, at list price, the best books of current interest 
to the art professional and advertising manager. 


107. 101 Usable Publication Layouts by 

Butler, Likeness & Kordek. Practical 
handbook on publication layout with 101 
illustrations of single page layout situations 
and problems, with and without illustrations. 
Each is evaluated briefly. $3.75. 


108. The Complete Airbrush Book by S. 

Ralph Maurello. Comprehensive ref- 
erence manual on the airbrush is packed 
with know-how. 400 illustrations accompany 
text which teaches all phases of rendering 
and retouching. $7.95. 


ANNUALS 
83. International Poster Annual, 1954. Edited 
by Arthur Niggli and W. H. Aliner. 488 
posters from 24 countries, mostly in black and 
white. Artists, advertisers, agencies and printers 
are indexed. Stimulating visual record of posters 
throughout the world. $10.95. 


84. The Penrose Annual, Vol. 48, 1954. Edited 
by R. B. Fishenden. Solid technical data on 
new reproduction processes, complete with full 
color illustrations. Articles cover negative mate- 
rials with built in screen, ferro-magnetography, 
Xerography, Klischograph Engraving Machine, 
Monophoto, teletypesetter for book work, dry 
offset, ungrained metal plates for offset, photo- 
graphic color proofs, aniline printing, and a host 
of other technical information. $9.50. 
94. 33rd Annual of Advertising and Editorial 
Art. To be published December 6 for the 
New York Art Directors Club. Contains the best 
in American advertising and editorial art, as 
shown in the 33rd Annual Exhibition last spring. 
$12.50. 


ART 


103. An Atlas of Anatomy for Artists. 

Fritz Schider 1955 edition enlarged to in- 
clude 300 figure studies by Leonardo, Michel- 
angelo, Rubens, Degas, Rimmer, Vesalivs and 
ten other masters. Contains more than 500 pic- 
tures of the human form. Special section contains 
nude-model action shots and photographic studies 
of growing children. $6. 


DISPLAYS 
100. Point of Purchase Cardboard Displays by 

Victor Strauss. A definitive work written in 
the practical language of buyer and printer. 867 
illustrations aid in planning and constructing dis- 
plays of many different types. Clear, concise data 
and directions serve as a rich mine of display 
ideas for the buyer. $15.00. 


LAYOUT 
87. Advertising Layout. William Longyear. An 

informative and stimulating explanation on 
how to create ad layouts that make people stop, 
look and read. Iilustrations are from best current 
practice. Discusses layout problems for each 
media. $6.50. 


102. Leyout File by Harry B. Coffin. Idea start- 
ers for the designer, advertiser and buyer 
of printing. There are 1,333 sketches to illustrate 
some of the layout styles that might be used for 
mailings, catalogs, folders, posters, displays, etc. 
Reprinted from American Printer. $2.00. 


LETTERING, CALLIGRAPHY 


96. 101 Alphabets by Hunt & Hunt. Manuva! of 
lettering styles showing more than 100 styles 
ranging from Roman to modern. $3.75. 


106. Chinese Calligraphy by Chiang Yee. Deals 

with the origin and construction of Chinese 
characters, styles, techniques, strokes, compo- 
sition, training and the relations between callig- 
raphy and other forms of Chinese art. The author 
gives thoughtful consideration to the aesthetics 
of the visual beauty of words and their formation. 
230 pages, fully indexed, 6 plates and 155 text 
illustrations. $6.00. 


19. 750 Designs, Borders, Backgrounds, Tints 

and Patterns, H. 8. Coffin. All illustrations 
can be cut out or copied without permission. 
$4.50. 


52. 3000 Pictures, grouped according to classi- 

fication from Agriculture to Zoology. In- 
cludes diagrams and dictionary style legends. 
$3.00. 


60. Picture Encyclopedia. 164 pages, 24,000 
illustrations, mostly line drawings, wide 
variety of subjects, legends. $15.00. 


31. Designing for TV, Robert J. Wade. Text 

plus 200 illustrations tell TV artist about 
scenic design, art direction, title and graphics, 
makeup, costuming, preparing for production, 
commercials, story-boards, and staging. $8.50. 


98. Staging TV P. and Commercials by 

Robert j. Wade. A solid factual, illustrated 
package of know-how on planning and executing 
sets, props, production facilities. Covers staging, 
scenic construction, lighting, special effects, 
graphics. Written for the pro by an AD and TV 
production man. $6.50. 


80. The Airbrush Technique of Photographic 

Retouching. Walter S. King and Alfred L. 
Slade. Both those who know its uses and those 
who are unfamiliar with airbrush techniques will 
benefit from this clear, well illustrated manval. 
Numerous photographs show how and when to 
use the airbrush, how to retouch photographs and 
much technical information. 118 pages, paperback 
with looseleaf binding. $9.50. 


PRODUCTION 
101. The Technique of Advertising Production. 


Thomas Blaine Stanley. Second Edition. 
Up-to-date revision of a basic text which is 
packed with practical data, charts@ diagrams 
and tables. A good reference book for both 
the student and art and production personnel. 
Indexed. $6.75. 


105. Color Guide for Marketing Media by Louis 

Cheskin. Methods of achieving effectiveness 
in packaging, advertising and other marketing 
media. Color charts are included. Nature and 
psychological aspects of color, techniques for 
testing color and design effectiveness as mar- 
keting tools. Instruction as to preparation of art 
-including color photography, engraving and 
printing—are presented. $5.00. 


42. Streamlined Copy-fitting. Arthur B. Lee. 

1954-55 edition of this manual, now 64 
pages, contains character count for more than 
1450 faces, including caps and small caps. Al! 
necessary scales are on one master gauge. $5.95. 


79. Commercial Art as a Business. Fred C. 
Rodewald. Handbook for artists, art buyers 
and artists’ representatives. Defines problems cf 
time, written orders, breaking down a job into 
logical steps, deadlines, model and prop fees 
and other factors that are a source of friction 
between artist and buyer. Legal aspects are 
explained, financing, bookkeeping and tax mat- 
ters discussed. Markets for commercial artwork 
and tips on selling are offered. Includes the 
Code of Fair Practices of the Joint Ethics Com- 
mittee and the code of ethics of the American 
Association of Advertising Agencies. $2.95. 


74. American Slogans, 1952-53. William Sun 

ners. 13,000 slogans and phrases intendec 
to help advertiser and agency determine who’ 
slogans are already in use and to give nev 
ideas. Includes British slogans and others. Liste: 
alphabetically under divisions with source o 
slogan in each case. Complete index. $7.50 
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New York City delivery. Payment must be made with order. 


Amt. Encl. $. 


Please send me, postpaid, the books corresponding to numbers circled below. 


19 31 42 52 60 74 79 80 83 84 87 $ 
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§/55 All orders shipped postpaid. No C.O.D.'s. Add 3% sales tax with orders 


Zone. State_ 


If you want a book not listed, send your order and we will try to get it for yeu 


| 
H 
H 
i 
H 
H Vy 
i ld 
: 
; Fre 
H Par 
COPYFITTING 
f 
— 
| 
[ 
- 
H 
- 
H 
: 
68 Art D's 


| 
AASKING TAP 


Ideal for: 


@ CHARTS © MAPS 

@ GRAPHS 

@ OVERLAYS 

@ BORDERS 
Free © PACKAGE DESIGN 
Parking @ DISPLAYS 

@ PRESENTATIONS 

@ WHITE-OUTS 

@ FRISKETING, etc. 

WRITE FOR FREE SAMPLES 


Herbert 


ART MATERIALS 
10-63 Jackson Ave., L.I.C. 1, N.Y. £ 
RA 9-7306 


ON CLEAR 


ACETATE 
IN BLACK, WHITE 


AND COLOR 


VISUAL EDUCATION SLIDES 
UGRAPH ... 35mm 3% X 4 


Another NEW addition to the 
many services offered by 
ADMASTER PRINTS, inc. 


1168 - 6th AVENUE, N. Y. 
STATS - PHOTOPRINTS - SLIDES 


booknotes 
(continued from page 67) 


MOBILE DESIGN. John Lynch. Studio-Crowell 
Co. $3.95. 


Here is inspiration for the mobile maker 
and an exhibition of the finest work 
being done in mobile design. Mr. Lynch 
describes the work of major artists in 
the field and discusses the influence of 
stabiles. Alexander Calder receives most 
of his attention with a description and 
photographic showing of much of his 
work. 

He discusses motion and space and 
techniques for making mobiles. Com- 
plete instructions for making eight new 
designs are included. 


USEFUL OBJECTS TODAY. Greta Daniel. Mu- 
seum of Modern Art. Distributed by Simon 
& Schuster. $2.95. - 


This teaching portfolio number 4 con- 
sists of 40 gravure plates of handsomely 
photographed household utensils, bowls, 
vases, lamps, and a wide range of ob- 
jects which illustrate modern design. 
The plates are accompanied by an in- 
troductory text on the development of 
modern design and its place in our 
civilization. 


POINT OF PURCHASE CARDBOARD DISPLAYS. 
Victor Strauss. Presentation Press, P.O. Box 3, 
New York 24, N. Y. $15.00. 


In the practical language of the printer 
and the buyer this is a definitive work on 
a sorely needed subject. The 867 illustra- 
tions will help the printer plan for and 
manufacture displays, and will help the 
buyer by supplying him with an endless 
mine of practical display ideas. It shows 
how the different types of displays are 
constructed, gives clear concise data, 
ideas, and how-to-do-it advice. Display- 
man’s dictionary serves as a combined 
glossary and index for the 218 page book. 


ARTISTS, AD MEN 
COPYWRITERS- 
STOP GUESSING! 


e See how the revolutionary new 
HABERULE Visual Copy-Caster 
makes your job easier, quicker, 
more accurate than ever! 


HABERULE now features alphabet lengths of 
29 most commonly used type faces—in caps 
and lower case—all keyed for instant copy-fitting. 
.With just a flip of the finger, you not only see the 
type from which you can select the design and size 
you need but you can fit your copy at the same in- 
stant! Over 800 machine and foundry type faces 
are also listed—in every size from 4 to 18 point. 
Never before has this service and convenience 
been offered—all in one single, self-contained unit. 
Send for your new, completely revised, 6th 
edition of the Haberule now! Beautifully printed 
in 2 colors. Handsome silver-embossed covers, 
plastic bound. Yellow Vinylite 

type gauge included. 


COMPLETE 


MONEY-BACK 
GUARANTEE 


At artist 
supply stores 
or direct: 


The HABERULE Co. 
Box $245 + Wilton, Conn. 


mechanicals unlimited 


a studio set-up doing mechanicals 
for advertising 


CSW - 299 Madison Ave - OXford 7-3045 


for hand 
Clip 


dial Eldorado 5-2400 and ask for 


& SAM ORVELL ~ 


DON 
‘LAE E 


DESIGNER 


Art Director & Studio News / May 1955 


125 WEST 45™ STREET 
COLUMBUS 5-6461-2 
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to have your firm listed call Plaza 9-7722 


ART REPRESENTATIVES 
Renaldo C. Epworth 
If you can't find the right art—call us! 
49 W. 45 St., N.Y. C. 


Alan Redfield Associates 
A Complete and Dependable Art Service 


JU 6-2190 


201 E. Séth St., N. Y. 22 MU 8-9464 
ART STUDIOS 
H. L. Perman Associates 
Specialists in art and production 
246 Fifth Ave., N. Y. 1 MU 4-4408 
DESIGN 
Frank J. McMahon 
Hand Lettering * Design * Mechanicals 
HE 3-7295 


327 Ege Ave., Jersey City, N. J. 


The Bettmann Archive 

Old time illustrations on any subject. Events, In- 
dustries, Fashion, Decors. Ask for folder 6A. 
215 E. 57th St., N. Y. 22 PL 8-0362 


ULLUSTRATION 
Joseph Wrobel 
Land & Seascapes, Wtr. Color, Temp. or Casein 
22 E. Bellevue Chicago 11, lil. 


LAYouT 
Will Dressler 
Layout, package design, pharmaceutical 
2324 Pine St., Phila. 3 LO 4-4437 


LETTERING 
Frank Kaz 
Comprehensive & finished lettering 
162 W. 54th St., N. Y. 
Q Q Titles 
2000 Fonts of Hot Press Lettering Available. 
1243 6th Ave., N. Y. C. Cl 7-2126-7 


Alfred Henry Studio 
Speed * Accuracy * Dependability 
7 West 44th St., N. Y. C. MU 2-5679-5680 


David Workman Studio 
Studio or Location—Black & White or Color 
146 W. 47th St., N. Y. C. 


Better Photo Service 
Quantity prints unsurpassed in quality 
165 W. 47 St., N. Y. C. 


Photo Services 

319 East 44 Street, New York, N. Y. 
Prints for reproduction in grey-scales to meet 
exacting requirements of all printing processes 
@ Developing and printing for magazines and 

industry 
@ Copying of artwork 
@ Commercial photography; studio available by 


hour and day 
Call Ralph Baum LExington 2-4052 


Moss Photo Service Inc. 

Color postcards, color separations 

50,000 black & white glossies made daily 

Moss Building, 350 W. 50 St., NYC Plaza 7-3520 


JU 2-1548 


PL 7-7153 


JU 6-2995- 


112 W. 48 St., N. Y. 36 


Kurshan & Lang Color Service 

24 Hour Custom Ektachrome processing 
Duplicating & Dye Transfer Prints 

10 E. 46th St., N. Y. 17 MU 7-2595 


RETOUCHING 
Davis * Ganes 


Color Correction and Retouching of 
Transparencies, Dye Transfers & Carbros. 
Flexichrome Coloring 
516 Sth Ave., N. Y. 1 
Max Jaikin 
Transparency Retouching, Color Assembly 

58 W. 57th St., N. Y. 19 Cl 6-8712-3 
Tulio Martin Studios 
Transparencies 

58 W. 57th St., N. Y. 19 
Vincent Martin 
Color—transparencies, separation negatives 

58 West 57 St., N. Y. C. Circle 6-4894 


MUrray Hill 7-6537 


Cl 5-6489 


Wiener Studio 
Charts © Posters * Slides * Silk Screen 


12 East 37 St., N. Y. C. MU 6-0656 

Carlton Studios 

Charts, display cards, posters— 

Hand lettered, type set, silk screen 

131 W. 45th St., N. Y. C. JUdson 2-5180 
SERVICES ~ 


Ways’ Standard Viewers 
For viewing color in transparencies correctly 
William P. Way Chappaqua, N. Y. 


SILK SCREEN PROCESS 
Jaysee Display Advertising, Inc. 
Quality reproduction. Posters and displays. 
12 E. 12th St., N. Y. 3 OR 5-7280 
Masta Displays Inc. 
20 years leadership in silk screened 
posters and displays 


230 W. 17th St., N. Y. C. CH 2-3717 


STOCK PHOTOS 
Brown Brothers 
One of America's largest collections of stock 
photos and old time illustrations. 
220 W. 42 St., N. Y. C. 36 
John Staby 
Agricultural photos for advertising. Farm animals, 
poultry, crops, etc. Write, stating your needs. A 
selection will be submitted. 
122 W. Hazeltine Ave. Kenmore 17, N. Y. 
Underwood & Underwood News Photos 
3,000,000 photos on all subjects: Historic, Per- 
sonalities, Industrial, Geographical, etc. Send for 
our free listing. 


BR 9-4742 


3 W. 46th St., N. Y. 36 JUdson 2-3474 
TYPOGRAPHY 

The Composing Room, Inc. 

Advertising Typographers 

130 W. Aé St., N. Y. JUdson 2-0100 


classified 


call Plaza 9-7722 


ART DIRECTOR: 7 years heavy experience « || 
media, direct mail prize-winner, layout to fini: ; 
seeks free-lance studio, agency accounts. Jussi , 
517 W. 51 St., NYC 19. JU 6-7289. 


EX-ARTIST WISHES TO SELL complete set-v , 
used equipment. Includes board, chair, tabor: -, 
file cabinet, lamp, airbrushes. Call PL 9-100 , 
ext. 459. 


CREATIVE LAYOUT ARTIST wanted for promine + 
Toronto studio. Must be fully experienced a: 4 
capable of planning national newspaper a: i 
magazine campaigns in linear form and directi: 3 
complete rendering for presentation. Exception: | 
opportunity for right man. Box 500, AD&SN, 43. 
49 St., NYC 17. 


PROFESSIONAL APARTMENT AVAILABLE: Rac o 
City Vicinity same block as Modern Museum ard 
New lLibrary—24-room apartment, large, licnt 
rooms. Al 5-8047. 


TYPE SPECIALIST—Free lance or full time, wll 
style, mark-up, copy-fit, order and read proo’s, 
etc. Practical, non-puerile. Box 501, AD&SN, 43 £. 
49 St., NYC 17. 


Large Pharmaceutical Manufac- 
turer has an opening for a man 
between 30 and 40 years of age 
with a good typographic flair for 
high style design. Must be a fast 
visualizer with a merchandising 
sense. Send samples with letter 
of application. 
Apply Employment Office 
EL! LILLY AND COMPANY 
1202 Kentucky Avenue 
Indianapolis, Indiana 


ARTIST — TIRED OF COMMUTING? 


Opening for young, experienced, cap- 
able layout artist who wants to get 
ahead—by 22-year-old agency in 160,000 
population city. Live in country or 
suburbs—10 minutes from office! Agency 
growing fast—good opportunity for right 
man. Salary and bonus. Write immedi- 
ately stating age, family and experience, 
enclosing stats or samples of your work. 


JONES & TAYLOR AND ASSOCIATES 
The National Bank Bidg., 
South Bend 1, Ind. 


ART STUDIO 
Competent staff and topflite freelancers, 
will furnish your needs in spots, continu- 
ous tone, line illustrations. As little as 
$5. a month. Request sample drawings. 


HARRY VOLK JR. 


Pleasantville 35, New Jersey 


HIRING ART STAFF’ 


coll “The Art Unit’ or 7-910. 
New York State Employment Service 
1 East 19th St. New York 3, N. Y 

A specialized placement service 


with many years of experience in the 
screening and placement of. artists 


NO FEE CHARGED TO nee | 


Ektas assembled, retouched, duplicated 
PL 7-777 
HISTORICAL PRINTS 
MECHANICALS 
PHOTO REPRODUCTION 
. 
' 70 


Craftint "66" is available in 


the % oz. “quill-in-stopper” 


and the 2 oz. sizes... also 


the more economical 2 pint 


pint...and quart sizes. 


Also available in 17 won- 
derful transluscent colors! 
For pen or brush work... 
also superior in the air- 
brush! They produce excel- 
lent transparent washes. 
All colors intermixable. 


CRAFTINT “66” JET BLACK 
DRAWING INK! 


You've never used an ink like this. . . and 
your first stroke with a pen or brush 
will prove it! Extra waterproof and black 
as midnight! It covers with a single 
stroke... and remains jet black. 

Made of the finest-ground colloidally- 
perfect Carbon Black .. . it 

assures a smooth, even flow! 

No settling! No sediment! It will 

not streak, discolor, or lighten 

with age! For Top Performance! 


Try It Today! 


= A THE CRAFTINT MANUFACTURING COMPANY 
DRAWING Main Office: 1615 Collamer Ave, Cleveland 10, 
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very detail of your jobs, in art and photography, 
gh to Finicl; to perfection... more evidence 
| We 56th Stey Meye 19, neyo Plaza 7=-3131 


